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in the fastest selling line of popular priced Silverplate 





The Saturday Evening Post with its 
tremendous merchandising power is 
behind your local advertising of the 
Wm. Rogers & Son Chest of Plenty. 


Nearly three million people will see 
this special offer on the Chest of Plenty 
appearing in the May 8th issue of The ) S 
Saturday Evening Post. ey 


:, , AS ADVERTISED-IN-- 
It is a beautiful color page that is | 


bound to attract attention. 


Plan to run your local tie-up 


advertising May 4th to May 8th il 
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WM. ROGERS & SON 
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Forceful, interesting newspaper i 
are supplied for your use . . . togethi 
with an unusual display card reprodu 
ing the color advertisement in the Pos 


Wm. Rogers & Son is advertised co 
sistently, moves fast and profitably f 
you and leads the popular priced #| 
ware market in every way. 


Write your Approved Wholes | 
Distributor now for further particuld 
on this special promotion for April af 


May. 


( / yy : _- % 
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ag 

Gorgeous walnut Chest of Plenty FREE 
with every Wm. Rogers & Son 51-piece 
Service for Eight or 69-piece Service for 
Twelve. 
5\-piece Service for Eight $99.95 
only 
Saving of $9.25 from open stock prices 
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Come 


The Graduates 


Their relatives and friends will look to your stock for a memento of this important event in 
the life of every boy and girl. Be prepared to show them the LATEST STYLE jewelry and 
answer their queries with merchandise to fill every need. 





THE 
ff JEWELER’S 
9 " # HAND 

MAN 





Restock NOW for graduation business by using the new 1937 Benj. Allen & Co. catalogue 
of newer, more up-to-date jewelry. 


BENJ. ALLEN & CO., inc. 


The Silversmiths Building 
10 SOUTH WABASH AVE. CHICAGO, ILLINOIS 
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Tua new Diamond Creations, 
the Peacock Ring and the luxurious 
watch — have that distinguished touch 
of mastery that has become associated 


with Marcé conceptions and character- 7 


ALA & OGUSE! 


INCORPORATED 
CREATORS OF FINE JEWELRY AND WATCHES 
33 WEST 60th STREET ° NEW YORK 


ENJOYING THE CONFIDENCE O F THE INDUSTRY 


© Entire Contents Copyrighted K & O, 1937 
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THE LATEST IN MATCHED SETS 


The smartest and fastest- $ 
selling rings we have ever 

created, sold only to and WOOD 
through 100% retail jewelers. 


TRADE MARK 
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By ALICE HUGHE 
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yi A SURE sign of Spring ahead 
$5: the - growing marriage- 


$ Of young folks. The 
Das Sr 





















The exclusive feature of 
the Double Roll Circlet 
is protected by a patent, 
upheld in the U. 5. Cir- 
cuit Court of Appeals. 
Infringers will be prose- 
cuted to the full extent ea one 


| J. R. Wood Rings al- , oO: | Fares a staking @ sounder aes se 
\ J. R. WOOD & SONS, INC. 























Mark. 





ways bear this Trade- 
Creators of fine rings since 1850 
1325 Atlantic Avenue, Brooklyn, New York . Offices: Paris, Amsterdam, Antwerp 
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New York 


HE importance of uniformity in jewelers’ 


solder can hardly be over-emphasized, 





particularly in color and other qualities. 
These depend upon the facilities and skill of 
its manufacturer. We have both in unequalled 


degree. 


Our solders are made by metallurgists of long 
experience and under conditions that assure 
complete uniformity both in the purity of the 
metals and their scientific combination. We 
make them too for many other industries as 
wéll as for the scientific professions, notably 
dentistry. Often we are called upon to produce 


solders for specific purposes. Frequently we 





have problems that are difficult of solution. 


Yet, we solve them successfully. 


It is this wide experience, applied to jewelers’ 
solders, that enables us to. keep this line always 
flexible and adaptable to the changes con- 
stantly occurring in jewelry and to be ready 
with just the right solder whenever you need it. 
Our recognition of this state of constant change 
is applied, as well, to our other products like 
ring blanks, settings, findings, sheet, wire and 
tubing and enables us to live up to our state- 
ment that whatever you need, we are always 


ready to supply it. 


BAKER & CO., INC. 
54 Austin St., 
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Newark, N. J. 


San Francisco 


Chicago 

















The demand for jeweled timepieces of American make j 


grows stronger every day... . here is your chance to 


omunate Your a as, 7 


IN THE SALE OF MEDIUM PRICE WRIST WATCHES 





"COUNT" "COUNTESS" "DUKE" "DUCHESS" 


SEVEN JEWEL MOVEMENTS 
BEK YELLOW GOLD CASES | 


Retail Prices $5.95—$6.50—$7.50 


Cases of yellow gold, applied by the BEK process. Chro- 
mium plated backs. Guaranteed seven-jewel movements 
of high grade craftsmanship and guaranteed perfor- 
mance. Priced to compare favorably with the better 
quality non-jeweled wrist watches. 


“COUNT’’—6/0 size. Raised numerals on silvered dial. Unbreakable crystal. Pigskin strap 
with gold plated buckle. Retail price, $5.95; Keystone list, $8.20. 


“COUNTESS”—8/0 size. Oval, two-tone, silvered dial. Unbreakable crystal. Pigskin strap 
with gold plated buckle. Retail price, $6.50; Keystone list, $8.90. 





“DUKE”’—-8/0 size. Two-tone, silvered dial. Unbreakable crystal. Pigskin strap with gold 
plated buckle. Retail price, $6.50; Keystone list, $8.90. 

“DUCHESS”—8/0 size. Silvered dial with etched numerals. Unbreakable crystal. Two-tone, 
brown, “‘checker board’’ strap with chromium plated ratchet clasp. Retail price, $7.50; Key- 
stone list, $10.20. 


All prices slightly higher on the Pacific Coast 
IF NOT AT YOUR JOBBER'S, PLEASE SEND US HIS NAME 


THE NEW HAVEN CLOCK CO., NEW HAVEN, CONN. 
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YOU DON’T USUALLY THINK OF 


TAME 


IN CONNECTION WITH WATCH/SRACELETS 
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wars an elephant at work on the most diffi- people everywhere sing praises to the trouble- 
cult of tasks and you'll be impressed by the free performance and stamina of B/R watch 
smoothness with which it moves, by its quietness, attachments under any and all circumstances, on 
strength and stamina. Consider, too, that it con- any and all wrists. Long life, dependable service, 


sistently performs with a minimum of upkeep and striking design—expect all three in watch attach- 
attention, and you'll understand why so many ments and be SURE of getting them in *B/Rs... 


*B/R Bands—1/20 12-kt Gold-Filled 


Since 1912 


BRUNER-RITTER, INC. 


350 HUDSON STREET, NEW YORK 
Chicago: 35 E. Wacker Drive + San Francisco: 704 Market Street 


BANDS KEEPING COMPANY WITH AMERICA’S FINEST WATCHES 








FOR JUNE WEDDINGS 


wait Aone 


FOR THE FIRST FIFTY 
ORDERS RECEIVED 
WE OFFER THIS 
ASSORTINENT OF 


STERLING SILVER 











No. 1003 
PR. STERLING SILVER 
SALT & PEPPER 
Not Loaded ' 
Approximate Wt. 5 ozs. 
per pr. 
Reg. Price $6.75 per pr. 





No. 201 
STERLING SILVER WATER 
PITCHER 
Four Pint Capacity 
Approximate Weight 24 ozs. 
Reg. Price $28.75 






ONE ASSORTMENT 
ONLY TO A CUSTOMER 











STERLING SILVER 





REGULAR PRICE 5] 1730 


COMPOTE, NOT LOADED 


FOR THE COMPLETE ASSORTMENT i Approximate. Wi. fo 


Reg. Price $8.75 


INDIVIDUAL ITEMS CAN BE PURCHASED AT REGULAR PRICE oye. wink regu. thoy 
Approximate Welght 20 ozs 


Reg. Price $23.75 
Complete with tray 





No. 1006G 
STERLING SILVER No. 100! 
BREAD TRAY STERLING SILVER 
Approximate Wt VEGETABLE DISH 
Il ozs. Approximate Wt 
ri 





Be THE First IN Your City 


To SHOW THIS EXCEPTIONAL VALUE 





GOLD RECOVERY & REFINING CORPORATION 
53 West 47th St. New York City 


—>>E>E>>E>E|E|EE>|ESEpEeaE>EE— SSS 
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CONSUMER 
ACCEPTANCE 








The 
GOAL 


BRISTOL 


and their 


DEALERS 


SOLD 
THROUGH 
WHOLESALERS 











BRISTOL SEAMLESS RING COMPANY 


MAIN OFFICE AND FACTORY 
71 NASSAU STREET, NEW YORK 
® 


REPRESENTATIVES 


NEW YORK EASTERN STATES CHICAGO SOUTH PACIFIC COAST 
B. D. LESSNER TRAVELING E. M. BOND “ietend Unb Bo og M 








Gt. Nationa! Life Bidg. 
as 


DAVE WEINBERG S. C. STEINMANN 29 E. Madison St Dallas, Tex Los Angeles 





— 
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HERE'S WHY 


PARKER IS AMERICA’S 
FASTEST GROWING 
POPULAR PRICED WATCH 





arker 


WATCH 
COMPANY 


580 FIFTH AVENUE 
NEW YORK CITY 


I 


PARKER NATIONAL ADVERTISING @== 


Soon to break in more national class magazines 
than ever before, with dynamic, seasonal copy 
that will bring thousands into the stores of 


Parker dealers. Write for details now. 


2 


PARKER’S SMARTER STYLING 
AND SUPERIOR QUALITY 


One “scoop” follows another. The PARKURV, 
a curved watch of striking, streamlined beauty, 
has enjoyed a sensational success. Now Parker 
presents with pride “The Royal Family”, a dis- 
tinguished line of watches, fit for a King and 
a Queen, but priced to fit the pocketbook of 
Mr. & Mrs. John Consumer. 


If you carry the Parker line (and you probably do), check 
your stock. You'll need a full line to meet the June gift 
demand created by Parker national advertising and dealer 


sales helps. If you are not yet a Parker dealer, write for full de- 


tails about Parker watches and attractive dealer sales helps. j— 


Ags ou maaaniat® 
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LL TAKE THOSE 


BRADFIELDS - 
THEY SURE 


STAND OUT 


Indeed, no matter who sees them—manufacturer, importer, 
dealer or consumer—*BRADFIELD BANDS are chosen first 
and foremost above all other 1/40 10-kt Rolled Gold 
Plate attachments. You have but to see them, to see 
how individually they are styled and designed, to fully 
appreciate why. That they are strikingly low-priced is just 


another reason why everyone is saying: “I'll Take Them!” 
* Bradfield Bands— 1/40 10 kt. Rolled Gold Plate 


SOLD ONLY THROUGH LEADING WHOLESALERS 











It makes the “HADLECORD” = 


more Popular than ever! 


SAFETY plus CONVENIENCE! That de- 
scribes the new Hadlecord double-action, self- 
locking Safety Clasp. The diagram _ illustrates 
how quickly and easily it works. There is no chance 
for it to become opened accidentally, yet a single 
closing of the outside clasp automatically locks 


the inner, or safety clasp. 


¥ 


|e ies eR 
Jhe NEW HADLECORD SAFETY CLASP! 





ASSORTMENT No. 340—To enable you to 
display the new Hadlecord prominently to your 
customers, the above "3-on" Display has been 
especially prepared. It is ideal for either counter 
or window display. When ordering through your 
Hadley Distributor ask for "Assortment No. 340" 
— $6.48 Complete as Shown. 


The new Hadlecord Safety Clasp is 
completely covered by U. S. Patents. 


ccm sanoness The HADLEY CO., linc. mms cn 
le gaa a 
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Rose Jewelry, Detroit, Michigan 


AMERICAN ACHIEVES THE IDEAL 
IN A CREDIT JEWELRY ESTABLISHMENT 


In the new unit of Rose Jewelry, recently installed at Woodward Avenue and West Grand Boulevard, 
Detroit—American again achieves a triumph in designing and equipping an institution for modern 
credit jewelry merchandising. 


The practical layout—the efficient fixtures for selling and display—the expert lighting which permits 
maximum brilliance of illumination without glare—the complete effacement of the credit atmosphere 
through arrangements for interviewing in privacy—the distinct departmentalizing of specific mer- 
chandise—the dignity given the optical department by a balcony location—all tend to create the 
ideal in an establishment for modern credit jewelry retailing. 


WE ARE ORGANIZED TO DO THE COMPLETE JOB 


From conception to completion—from structural building changes to decorative scheme—we are or- 
ganized to do the complete store-building job; eliminating errors, loss of time, unnecessary inter- 
ruption of business, and assuring a completion date as per schedule. The expert advice of our Mr. 
Harry Sheresky, recognized authority on jewelry store designing, planning and execution—is at your 
service. Write our New York office today. 


AMERICAN STORE EQUIPMENT & CONSTRUCTION CORP. 
30 ROCKEFELLER PLAZA, NEW YORK 


DViraate Tip ie 
“STORE EQ IPMAENTD 
Co oe eee © eee eek oI UiPmtin ty? corer 
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DETROIT, MICHIGAN 
5235 Grand River Ave. 


CHICAGO, ILLINOIS 
36 So. State Street 























What Every Retailer Should Know 


For More and Easier Pen Sales, 


Show Only ONE Style at a Time 


—and Show the Leading Sacless Pen FIRST 














THE WRONG WAY 


one HE THINKS: 
WE CARRY 


ALL MAKES 
AND THEYRE 












\ 
HOW CAN I TELL WHICH | 





t 
| IS BEST IF HE DOESN'T |! 
| 

















WELL-ER- 
I'M JUST 
LOOKING 
TODAY. I'LL 
» ) COME BACK 


ALL EQUALLY KNOW ? i 
GOOD Sienna -oo-” | 
koe HE SAYS: | 

i | 

if | 











The hardest thing for many people to do IS TO MAKE 
A CHOICE. There are some who CAN’T. That’s why, 
except for two or three gift-time ads a year, Parker ad- 
vertising shows only ONE pen. As in se slling through the 
printed page, so it is in selling in person. 


When shown too many brands of pens, of too many 
kinds, at various prices, your customers often become 
confused, their decision wavers, they can’t make up 
their minds. 

Now here’s what happens when you show only ONE 
pen at a time and start with the LEADING SACLESS 
PEN FIRST. In about 9 cases out of 10, the customer is 
more interested in a Sacless pen: First, because he 
probably already has a rubber ink sac pen; Second, be- 
cause he knows that a Sacless pen has about twice as 
much room for ink as his old pen, and if the barrel is 
transparent it shows the ENTIRE 
merely the last drop. Thus, your chances of making a 


ink supply, not 


sale are doubled. 








THE RIGHT WAY 








(rurs 1S THE new | 
SACLESS PARKER 
VACUMATIC WITH 
FULL TELEVISION 
INK SUPPLY AND 
102% GREATER 


INK CAPACITY 





SURE - THAT'S 
THE PEN I'VE 
HEARD ABOUT. 
LET'S TRY THE 














THATS EXACTLY 
WHAT | WANT. 
WRAP IT UP! «& 


By showing the leading sacless 
pen first (the Parker Vacumatic), this is the result: 





(1) The sale is easier—for the Parker Vacumatic offers 
exactly what most pen users want: Full Television Ink 
Supply and 102% greater ink capacity than old-style. 
Also, it is by far the best advertised pen and leads in 
public preference by 9 to 4. 


(2) The sale is more profitable—for the Parker sells at 
$5, $7.50 and $10—and it cannot be duplicated in 
cheaper sacless pens, due to Parker’s policy of confining 
the Vacumatic to the market at $5 and upwards. 


So from now on—when you open a pen sale—show 
the $10 Parker Vacumatic FIRST, or the $7.50 Parker 
Vacumatic if the standard size meets the customer’s 
requirements. 

Do this for 30 days—instruct your sales-people to do 
it—and you'll make more and easier sales of better pens, 
with more profit-per-sale to you. 


THE PARKER PEN COMPANY, Janesville, Wisconsin 
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MILLIONS WILL SEE 
suse Walch Bands 


ADVERTISED IN THESE MAGAZINES 


Famous movie stars, wearing Gemex Watch Bands, are featured in 
this powerful national advertising campaign. Folders, newspaper mats 
and handsome photo displays make this a great program. Promote 
Gemex Watch Bands and share the increased sales that will result from 


this national advertising. 


Write for further details. Ask us how 
you can directly benefit from a tie-up 
with Hollywood’s favorite stars. 


GEMEX COMPANY, 170 Thomas Street, Newark, N. J. 


DISTRIBUTED THROUGH WHOLESALERS 

















Emphatically, CROSSES are “fashion firsts.” 
Everywhere that smart women gather, the new big 
crosses are in evidence. Cheever-Tweedy is already 
supplying a rapidly increasing demand for these 
crosses. The new C.T. Gold Filled line, stamped 
and marked, is made in a variety of designs, some 
hand engraved, in 34” to 3” sizes, with the 
larger sizes mounted on 24” gold filled rope 
chains. Cheever-Tweedy crosses are indi- 
vidually boxed and retail from $7.50 down. 


Cighias Wig IR 
FIP WY 15,15, IDG CoIne seeit Se ae 


ESTABLISHED 1880 = gpemtinpen ss ie 
NO. ATTLEBORO, MASS. i a 
which we will ship 


We also Manufa 
the Following 
Filled Items— 


Brooches 
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Gold 





GEORGE FREY . : i 
21 Malden ‘Lane oe toe direct and bill through Flexible Bracelets 
NEW YORK CITY CHICAGO, ILL. him. Bangle Bracelets 
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COPYRIGHT 1937 


} ... designed and manufac- 
tured according to the best 


, of tested sales possibilities 


| GRANAT WEDDING RINGS 
ENGAGEMENT RINGS 


1 Hatin r (fol 


* Consumer demand defi- 
nitely determined by 
retail store tests before 
wholesale distribution 


——— living Co 


150 POST STREET: SAN FRANCISCO, CALIFORNIA 





























The newest Granat creations are now being introduced to the trade 


by Granat’s own representatives and the following distributors: 


EWING BROS. INC., ATLANTA, GA. * C. A. KIGER CO., KANSAS CITY, MO. 
6 HALL BROS. CO., PITTSBURGH, PA. © MAYER BROS., SEATTLE, WASH. ® 
A. I. HALL & SON, SAN FRANCISCO AND LOS ANGELES, CALIF. 
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TAVANNES STYLE SELECTIVITY 


Produces the first truly-smart Waterproof Watch... 


TAVANNES DEALER SELECTIVITY 


Lifts retailers above competition... 


To the merchandising of timepieces, brilliantly styled and flawlessly 
accurate, Tavannes adds the advantage of selective retail distribution 
. .. With the Tavannes Franchise a retailer can realize the full benefits 
of selected representation: Freedom from competition; avoidance 
of price-cutting; undivided returns on local promotion; and the 
opportunity to build good will for himself as a sound merchant and 
trustworthy jeweler... investigate! Write Now for all the facts 


regarding the Tavannes Selective Franchise. 























THAT CULLINAN 

DIAMOND MAKES 
YOU REALIZE HOW 
SMALL THE OTHERS 


YES — ITS SO MUCH asta Oe 
BIGGER. ITS IN A REPRODUCTIONS OF 
CLASS BY ITSELF THE WORLD'S 
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x LARGEST DIAMONDS 











EXCELSIOR 
DIAMOND 


JONKER 
DIAMOND 
(726 Carats) 


























(969! Carats) 














And the work's BIGGEST MAGAZIN 


is in a class by itself, too... 


The next biggest is only half as big! 


HE American Weekly is read every week by 
fete 6,000,000 families —tzvice as many as read 
any other magazine. In sheer weight of numbers this 
tremendous circulation represents the most powerful 
single advertising force on earth! 

But even more important is the fact that this 
powerful selling force is directed into the most pro- 
ductive channels. For The American Weekly concen- 
trates 87% of its close to 6,000,000 circulation in the 
country’s most active buying areas—in the 624 coun- 
ties which include all 
the cities of 10,000 or 
more population. In 
these 624 counties live 
68% of all the nation’s 
families—and these 
families account for 
81% of all retail sales! 


The 
AMERICAN 
WEEKLY 


THE 


Greatest 
Circulation 


in the World 


a 





CIRCULATION 


NEARLY 
6,000,000 


NEAREST 
COMPETITOR 
CIRCULATION 


That's the incomparable selling support you get 
from manufacturers— makers of the products you sell 
who advertise in The American Weekly. 


What The American Weekly is 


The American Weekly is the largest magazine in 
the world. Itis distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 

In each of 174 cities, it reaches better than 
one out of every two families 

In 144 more cities, 40 to 50% of the families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


NN ERICAN 


\/EBKLY 


**The National Magazine with Local Influence’’ 


Main Office: 959 Eighth Avenue, New York City 
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FOR JEWELERS witH JAFF-BUILT stores 


T takes a JAFF-BUILT store to calm the 
rough seas of competition and insure an 
indefinite stretch of ideal business weather for 
the alert and farsighted jeweler. We point with 
pardonable pride to the modern and practical 
stores we have designed, planned and built 


for others—each an outstanding example not 


only of expert craftsmanship, but of our keen 
appreciation of individual merchandising needs 
and of those individual construction problems 
that are seldom the same on any two jobs. Why 
not let us give you our specifications on the 
job you have in mind? You'll find our 20 


years of practical experience worth enlisting . . . 


Expert Designing—Planning and Construction 








OUR SERVICE.. 


From original design to finished 
product, we handle the com- 
plete job or any part of it. And 
we cooperate fully no matter 
what you are prepared to spend. 
Whatever your plans, whatever 
your needs — depend on us! 

















BEFORE MODERNIZING YOUR STORE — Write Us 


JAFF BROS. 


41-43 37th Street, Long Island City, N. Y. 


Telephone: STillwell 4-1477 











/CREATORS AND BUILDERS OF MODERN STORES EVERYWHERE 
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RONSON headlines its Streamlines 


in National Ads 


RONSON is not only the World’s Great- 
est Lighter,— it is also the most versatile. 


The constant development of models 

embodying new ideas, new functions 

and new designs, makes news that , > Be rende ten 
makes sales. y \ 1, PO this business. 


, : Z Order a repre- 
But RONSON doesn’t wait for the public == sentative selec 


to find out about these new ideas by ao tion of RONSON 
accident. Ads like the one illustrated models from 
appear regularly in national maga- rg % > 1S cena your Jobber now 
zines read by millions of men and SS Show ay a ee 

. "9 . ores windows, demon- 
women smokers who buy RONSONS a a : sscete: thank aad 
for their own use and for gift purposes. ee Mi your counters. 


During April, RONSON a, 6 7-,% eat See the new Ronson Lines, 


streamline ads will appear in: including Ronson Dureum 
and Ronson Ruwopium DELUXE. 


»? uy. 4 
SATURDAY EVENING POST 9 7 “5 through your Authorized 


COLLIER’S 9, a RoNSON Distributor or at any 
TIME of the permanent RONSON 

Display Rooms listed below. 
ESQUIRE 


VOGUE 
NEW YORKER 


FLIP — it’s lit! 
ie Toldallale Mola) 


7 RELEASE — 
audience of it’s out / 
OVER 7,000,000 

FAMILIES. 
Even larger pro- 


gram for May. ' 
sitsy\tY 


WORLD’‘S GREATEST LIGHTER 


TRADE MARK REGISTERED 


Sendfor FREE cat. AART METAL WORKS, INC. 


alog of complete Factory and 
ia, oo Aronson Square, Newark, N. J. 


1937, FREE Dis- NEW YORK CHICAGO LOS ANGELES 
plays, Folders, 347 Fifth Ave. 365. State St. 728 S. Flower St. 


Newspaper Mats, 
etc. to Department In Canada: DOMINION ART METAL WORKS lid. 


JC, giving Job- Toronto, Ontario 
ber’s name. In England: RONSON PRODUCTS Ltd., London, W. C. 2 
In Australia: W. G. WATSON & CO., Lid., Sydney 














THE GREATEST WATCH 


“Lindbergh Line’ Appoints Hamilton | 








NAMED STANDARD TIME 
ALOFT ON TWA PLANES 


' 
The biggest watch news of the year! ‘Trans- i 
continental & Western Air, Inc., the famous 
“Lindbergh Line,” has officially adopted ; 
Hamilton Watches as standard time aloft on / 
all TWA planes. This is the first time any atr- i 
° » i 
line has selected one make of watch as standard 
throughout a branch of its service. 
y eeryy | 
What a story to tell your customers! “The 


Watch of Railroad Accuracy” is now also 
“The Watch of Airline Accuracy.” Every 
hostess on every TWA plane now wears a 
Hamilton Watch. As the plane is about to 
depart, she glances at the Hamilton on her 
wrist, for her “log” must give departure time 
to the second. Every passenger who asks the 
time on a TWA plane gets accurate Hamilton 


teme. At every stop from coast to coast, a 





score of times aloft, Hamilton accuracy 
serves the “Lindbergh Line.” we MAE 
Hamilton time checks Hamilton time! Captain George Rice, veteran TWA pilot, 
and Miss Dorothy Koke, attractive TWA hostess, check their Hamilton Watches 
with each other before the “take-off.” Captain Rice, who flies between Los 


from coast to coast! Get set for record sales! Angeles and Albuquerque, has more than a million miles of flying to his credit. 


National advertising will spread this story 








FULL COLOR PAGES TO SELL HAMILTONS TO 1937 GRADUATES 





A special extra campaign to help jewelers sell 
Hamiltons during May and June! To help you get 
your full share of the graduation gift business, 
Hamilton Watches will be featured in full color in a 
full page in the May 15 issue of The Saturday Eve- 


ning Post and in the June issue of Esquire. This will 


be the most striking color advertisement for watches 
ever run—and if you don’t believe us, just watch 
for it! Twenty handsome Hamiltons—all in full 
natural color! Jewelers all over the country will be 
featuring this page, and the watches illustrated on 


this page, in their windows during May and June. 
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NEWS OF THE YEAR! 


Official “Watch of Airline Accuracy’ 





Fo 
eee oe i «“ 


A neat 





, 
Says Paul bk. Richter, TWA Vice- 
President in charge of operations: 
“Accurate time ts vitally important 
j in flying. That is why we have made 
Hamilton Time official time aloft 
My on all our planes.” 
} 
t First— We're tellingthe news! Theselectionof Hamilton and Esquire— selling Hamiltons to 1937 graduates. 


as official watch aloft on hWaA planes will be told in Third—We're not forgetting the ladies. Beautiful, 
advertisements in a long list of national magazines. These sophisticated full pages showing the lovely new Hamiltons 


r. _ *s ‘ an ill; ys Te ice > — ‘ ni y n e ° e . 
will be dramatic, oe advertiseme nts—containing for women will appear in those smart publications— 
news” of interest to everybody. The first announcement Vogue, Harper’s Bazaar and The New Yorker—during 
rill ; “arinaft age in The Ss day Eve r Post, ° TL; : P . 
will appear in a full page in The Saturday Evening Post April, May and June. This campaign for women is mak- 


issue of . il 3, inaf age | > April 1 > of . . . 
— of \pril : and = t full = the \pril issue of ing Hamilton the preferred watch among women. 
The National Geographic Magazine. From then on : a - 
' Bagge ng Hamilton’s three advertising campaigns cannot fail to 

through June, this story will be featured in The Saturday Pe ies 
os Sag . ea lil 7 ; register” with your customers this spring. Hamilton 
Evening Post, Collier’s, Time and Life. ; ; , 
advertisements will greet them from the pages of their 

Second— May and June will see that special plus favorite magazines. Have you a wide selection of the 


campaign—full color pages in The Saturday Evening Post new Hamilton models ready for display? 


HAMILTON WATCH COMPANY, Lancaster, Pennsylvania 


25, ,000, 000 ADVERTISEMENTS IN SIX MONTHS 


= HAMILTON 


THE WATCH OF RAILROAD ACCURACY 


25 
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INTERNATIONAL SILVER COMPANY, HOLMES & EDWARDS DIVISION, Meriden, Connecticut 
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And Another Quantity Purchase Set 


52-PIECE 
SERVICE $§ Ai 
FOR EIGHT 


(OPEN STOCK PRICE—$72.85) 


What a Sales opportunity! Lovely Lady, the new 
Sterling Inlaid pattern. Plus a special 52-piece 
Quantity Purchase Set with extra quantity savings 
—available in any one, or all, of the active patterns! 
No question about it. This will be a Sterling Inlaid 
year. Get the complete details from our represen- 
tative...or write or wire the factory direct. 


‘HS Each piece of Holmes & Edwards Inlaid is stamped with 


the quality mark of the International Silver Company. 


EWARDS. ped 


NEW YORK, 9-19 Maiden Lane -CHICAGO, Merchandise Mart -SAN FRANCISCO, 150 Post St. 
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Following the trend of style, Star offers 
many beautiful long, narrow, stream- 
lined models, decidedly curved to fit 
the wrist. Write us or your jobber. 


~ 


STAR ‘WATCH CASE COMPANY 
= LUDINGTON, MICH. 
swe Yor OFFice: 20 WEST 47TH ST. CHICAGO OFFICE: 35 WACKER DRIVE 
eer ee et 704 MARKET ST. 


: 2z 
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72 Wek, €8th SITRERTI ° REW Y@ue CITY 


WH HEADQUARTERS for AMY STONES - ANY SHAPES « ANY COLOR 








During April, “La 
be featured in stro 


ing announcements Dro 

powerful radio stations i6 

to coast. The Saturday Evening 

in a full page, full color, wall 

wise feature this new watch) 
“Lady Bulova” is another 

Bulova value .. . another exé 

of why Bulova is the largest sel 

fine watch in the world. . 
Progressive dealers are now plan- 


ning their Lady’ Bulova promotions. 
...Inthe 


atural gold 




































. mes <a 
LADY BULOVA (A) LADY BULOVA (DD)... LADY BULOVA (E)... LADY BULOVA (F) ... RY ae 
17-jewels, engraved, 10 kt. 17-jewels, 2 diamonds, en- 17-jewels, 4 diamonds, en- 17-jewels, 6 diamonds, en- \A a 
whiterolledgoldplate $29.75 graved, 10 kt. yellow gold graved, 10 kt. yellow gold graved, 10 kt. yellow gold ai tS 
} In Yellow $33.75 filled $42.50 filled , . $49.50 ne Sree Weegee $59.50 \7 ay 
Ms ~ = 
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118 POWERFUL RADIO STATIONS 
broadcast BULOVA WATCH TIME 
Every Aout... every day...365 days a year! 
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BULOVA WATCH COMPANY 


‘ Fifth Avenue New York 
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1 Motoshaver FREE with a Dozen 





In orders spread out 
until JULY 15th! 


* 
A deal you can really use 


—backed by this power- 


ful advertising campaign... 


Full Page in TIME April 5, 
with 
COLLIERS ¢ CHRISTIAN SCIENCE 
MONITOR e NEW YORKER 
and AMERICAN also on the schedule! 


* 


HERE is the DEAL 


You qualify for the deal by ordering not less than 
3 MOTOSHAVERS at $12.50 each, less 3343% 
billed through your wholesaler. 


Inside each MOTOSHAVER box is a Dealer’s Mer- 
chandise Voucher. SAVE THESE VOUCHERS! 
When you have 1 dozen, you mail them to Moto- 
shaver, Inc., Van Nuys Building, Los Angeles. They 
then ship you, prepaid and free of charge, one 
MOTOSHAVER! 


You have until July 15th to send in your vouchers. 
This means an average sale of only 3 or 4 MOTO- 
SHAVERS per month—less than many druggists, 
hardware stores and electric shops are doing per 
week! 

ADVERTISING MATERIAL and Dealer Helps 
FREE!... LIBERAL ALLOWANCE for newspaper 
advertising. Ask your wholesaler for details! 


It is the deal sensation of the year! For one MOTO- 
SHAVER free with a dozen means $12.50 extra profit 
—over and above your 33¥%3%. 

Cash in on MOTOSHAVER'S strong advertising 
drive. The sooner you place your order, the more 
time you have for making your dozen sales! You 
will probably sell several dozen. Get in touch with 
your wholesaler TODAY! 


MOTOSHAVER INC. 


VAN NUYS BUILDING LOS ANGELES, CALIF. 


32 








MOTOSHAVER 


The new, fast - selling family Electric Shaver 
with the 18-month guarantee 


at. $] 2° ° retail 


MOTOSHAVER sells fast because it is easy to use, 
its design is distinctive, it saves $2.50 to the buyer, 
and it gives guaranteed satisfaction. 


Its extra strong motor produces faster clipping 
action, and is one of the chief reasons why it is 
sold with the longest guarantee—18 MONTHS! 
The double cutting edge permits stroking both 
ways. MOTOSHAVER is self-cleaning, self-sharp- 
ening, cannot clog and is effective with the tough- 
est beards. In addition, it is the electric shaver 
which women can use as well. 


MOTOSHAVER has passed the national Board 
of Underwriters laboratory test (Certificate No. 
E8732), one of the severest tests that can be ap- 
plied to any electrical instrument. It demonstrates 
marvelously. A single stroke along the arm leaves 
the skin as clean as a baby’s. 
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It’s exclusive. 














I HE art of competitive selling, they say, is the art 


of creating a difference between the product in your store 
and all other products. But in the case of Corona you 
don’t need to create that difference. It’s there already 
in the Floating Shift. 

Of course, there are any number of other Corona fea 
tures: “Battleship” construction, anchored carriage, con- 
cealed touch selector, convenient line space lever, the long 
est experience in portable typewriter manufacturing. But 
the Floating Shift makes the outstanding difference be- 
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CORONA’S FLOATING SHIFT: 


It’s more than “something 
44 
to talk about 


33 





On other portables the entire 





heavy carriage (B) 1s lifted 


when you press the shift key 
(4). But on Corona only the 
light type-segment (C) 1s 
moved (on ball bearings) 


and it ts lowered, not raised 











all other portables. It’s unique. It 


tween Corona and 


can make your sales approach unique. 


Jewelers have proven it. And in proving it they have 


discovered another thing: That the students and thei 


families who buy Coronas are the most desirable of pros 
buying! 


pects—steady, stable, responsible and used to 


Write for full information. 
L CSMITH & CORONA TYPEWRITERS INC 


Desk 4, 199 Almond St. Syracuse, N. Y. 





Kayustable for WUGIU GI Su lkwWirs Suitable for 
Any Size Wrist . la Eye or Lug Cases 
' Re 


GENUINE 


‘WITHOUT 


1790868 + 203507] ° 2035672 ~~ * Design Pat.98189-- 100796 
WHEN. BUYING SEE THAT PATENT NUMBERS ARE ON THE CARD 


Soe LEATHER PART 
w REMOVABLE ENDS METAL ADJUSTAB 


1/2 ) GOLDEt LLED AT TAC en 


ADJUSTABLE TO SITE FITS ALL STYLE CASES 


NO LARGE FLAP 


A. a. ny rowrayy 


FACTORY & MAIN OFFICE 57" 0 on ee 


CINCINNATI, OHIO 
meee VOOR OFFICE © 807 FIFTN AVENE, N. ¥X, 
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Spectoegraphi-« 
analysis for im 
purities 




















Rolling Depart- 
ment, Handy & 
Harman, Bridge- 


in, a7 ~Spoilage-Debay 


PRODUCTS Production troubles ... spoiled work . . . unexpected delays . . . 
-..- Rolled Sterling Silver . --. 
999 “PLUS” Fine Silver Anodes can be largely avoided by using gold and silver of the right purity 
“Special Refined’ Grain Silver - ; full Ned \ 
, ? and composition—produces under caretully controllec condl- 
1... Old and Silver Wire .... } } ) 


Karat Golds and Gold Solders 


ee ee tions in melting. casting. rolling and annealing. 
. Platinum Metals . 
‘Handy™ Silver Sodders .. 
And other Silver Brazing Alloys Handy & Harman Karat Golds and Sterling Silver have uniformly 
& Ld *,? d o { ‘ , , , 
dependable working qualities for stamping. drawing, spinning. 


REFINING SERVICE 
We refine all kinds of manufacturers 
scrap, sweeps and oiher waste containinp 
precious metals; also old gold, silver ant metal troubles and worries along to us and secure uninterrupted 
platinum received from retail jewelers 


engine turning or enameling. By using these metals, you can pass 


e production—atl a saving in costs. 
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FLAIR. 4! 1 17 Jewel Waltham-Premier movement in 
Star-Rectangular 14K gold-filled case. 14K gold-filled dial 
and attachments. Hands 14K solid gold. Finest silk cords 

$50.00 


FINESSE 6%eal 17 Jewel Waltham-Premier movement 
Le Nat olsl OL ZeL ME Lat tolilemelolioMaelt- ME L@elelioRilil-te Mellel me lale, 
attachments. Hands 14K Id. Finest silk cords 

bE Te mele) 


au sli att 

‘6 A 

i 

GINGER. 41 17 Jewel Waltham-Premier movement in 
Wadsworth-Square 14K gold-filled case. 14K gold-filled dial 


and attachments. Hands 14K solid gold. Finest silk cords. 
$57.50 


at 


OPERA. 4L 17 Jewel Waltham-Premier movement in Key 
stone-Round 14K solid gold case. 14K gold-filled dial and 
attachments. Hands 14K sclid gold. Finest silk cords 


$60.00 
SRE! 2 


MINUET. 4L 17 Jewel Waltham-Premier movement in 
Star-Rectangular 14K gold-filled case. 14K gold-filled* dial SONNET. 6'2l -—17 Jewel Waltham-Premier movement in 
and attachments. Hands 14K solid gold. Finest silk cords Wadsworth-Barrell 14K gold-filled case. 14K gold-filled dial 
EE mele) olaloMobicelaalul-talte alelale LIE 1. etelite| gold 
Finest silk cords. ee $47.50 





BONUS. 6 0s-—- 21 Jewel Waltham-Premier move 
ment in Schwab & Wuischpard-Round 14K solid gold 
case. 14K gold-filled dial and attachments. Hands 14K 
solid gold. Best quality Sun Tan Pigskin strap. $75.00 











CHAIRMAN. Colonial Riv. 21 COLONIAL. 10s Col. A.- 23 Jewel 
Jewel Waltham-Premier movement Waltham-Premier movement ad- 


in Wadsworth 14K gold-filled case. pet te tempenniers and ‘Gee 
; positions in Perry Marks 14K solid 
14K gold-filled dial. Hands 14K gold case. 14K gold-filled dial. 


solid gold. $60.00 Hands 14K solid gold. $225.00 ESCORT. 6 Os 17 Jewel Waltham-Premier move- 


ment in Wadsworth-Square 14K gold-filled case. 14K 
gold-filled dial and attachments. Hands 14K solid 
gold. Best quality Sun Tan Pigskin strap. $47.50 
SKELETON. 6 0s—-17 Jewel 
{ Waltham-Premier movement 
in Schwab & Wuischpard-Skel 
14K gold-filled case. 14K gold- 
filled dial. Hands 14K solid 


gold. $70.00 
PADDOCK 7 Vb 2) Jewel Waltham-Premier movement 
X RAY. 6/0s—21 Jewel . oe . , in Keystone-Rectangular 14K solid gold case 14K gold-filled 
Waltham-Premier movement § : ¢ =, dial and attachments. Hands 14K solid goki. Best quality 


Sun Tan Pigskin strap $75.00 


WALTHAM - PREMIER 


in Schwab & Wuischpard-Skel. 
14K solid gold case. 14K gold- 
filled dial. Hands 14K solid 
gold. $175.00 
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WALTHAM 






















QUICK-READING FEATURES OF 
THE NEW WALTHAM-PREMIER 


1 21 smart, modern styles for men and women 
in 17, 21 and 23 jeweled movements. 





——| 2 Factory-built, factory-cased and factory- 
priced. For Jewelers only. 
PEACOCK. 6'2L — 17 Jewel Waltham-Premier movement 
in Star-Rectangular 14K gold-filled case. 14K gold-filled dial 3 14K gold and 14K gold-filled cases only. 
and attachments. Hands 14K solid gold. Finest silk cords. 


$47.50 4 14K gold-filled dials. Something entirely new. 


——— a 5 14K solid gold hands. 


— Ss — 
7 — 6 14K gold-filled attachments. 


me, 


WHISPER. 412L —17 Jewel Waltham-Premier movement in 7 Finest silk cords. 
Wadsworth Rectangular 14K gold-filled case. 14K gold-filled 
dial and attachments. Hands 14K solid gold. Finest silk cords. 


8 Finest quality Pigskin and Sun Tan straps. 
9 Attractive display boxes. 
10 Nationally advertised in leading magazines. 


Color pages. 


ENCORE. 6%l 17 Jewel Waltham-Premier move- CATALOGS ON REQUEST 
vlgthed dick aaa Te tenes an al WALTHAM WATCH COMPANY, Waltham, Mass. 


eLoliomdiit-to Mellel Mo laloMMohiteldalil-t:l; Mialolalol MEE LGar toll le! 
jold. Finest silk cords $45.00 















TRAVELER. 6 Os 21 Jewel Waltham-Premier movement SWAGGER. 7 41 17 Jewel! Waitham-Premier movement 
in Keystone-Bassine 14K gold-filled case. 14K gold-filled in Wadsworth-Rectangular 14K gold-filled case. 14K gold 
dial and attachments. Hands 14K solid gold. Best quality ait Mellel MMelale Motielaslul talks Hands 14K solid gold Best 
Sun Tan Pigskin strap. $50.00 quality Sun Tan Pigskin strap $45.00 





REWARD. 6! 2L 17 Jewel Waltham-Premier movement in PACER. 7'4L Jewel Waltham-Premier movement in 
Wadsworth-Tonneau 14K solid gold case. 14K gold-filled Schwab & Wuischpard-Rectangular 14K gold-filled case 
dial and attachments. Best quality Sun Tan Pigskin strap 14K gold-filled dial and attachments. Hands 14K solid gold 

PAemele) Best quality Sun Tan Pigskin strap $52.50 


PATRIOT 7 %4L 17 Jewel Waltham-Premier movement CADET. 7'AL 21 Jewel Waltham-Premier movement in 
n Keystone-Rectangular 14K gold-filled case. 14K gold-filled Wadsworth-Rectangular 14K solid gold case. 14K gold-filled 
dial and attachments. Hands 14K solid gold. Best quality dial and attachments. Hands 14K solid gold. Best quality 
Sun Tan Pigskin strap $45.00 Sun Tan Pigskin strap $77.50 


e © e e © « BY THE FIRST AMERICAN WATCHMAKER 
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We have always believed that there is a rightful place and a fair reward in 
the jewelry industry for a manufacturer who stands firm in his adherence 


to the highest standards of the jewelry craft. 


Conditions may have changed considerably since the days of our guild 
predecessors, yet the attitude of loving one’s work can still exist. In the Jabel 
shops we /ove our work, and in the opinions of many of our customers, this 


respect for fine creation 1s reflected in the beauty of our product. 


Once in a while, it would appear as though one has to be immodest in 
order to present the truth. The fact is that our files are literally packed with 
the nice things our customers have taken the trouble to write and tell us. 


We call this drawer our “Basket of Bouquets!” 


abel 


RING MANUFACTURING COMPANY 


NEWARK, NEW JERSEY 
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presents a striking line of 


WALDEMARS and KEY CHAINS ra 


The Snake and the Pomona link chain are we 
the two styles in greatest favor every- 

where. Thin or wide, round or square, P a 
the Snake Chain is especially handsome - 
for Waldemars and Key Chains. & 


K 1384-30 ” 


Of course, Forstner Key Chains are equip- 
ped with the DUBL-LOCK Key Ring, 
exclusive with Forstner. 


DISTRIBUTED THROUGH WHOLESALERS i 
7 
W 1384 {) 
4 
/ 
7 
¢ 
7 
of 


siz03  ¢', 
4 
i 
eS 
j 
W 1460 ” 


a 








FORSTNER CHAIN CORPORATION 
IRVINGTON, NEW JERSEY 


29 East Madison Street 
Chicago 


320 Fifth Avenue 
New York 
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HESE five authoritative magazines 
carry invitations to view your display of 
Heirloom Plate. You benefit to the fullest 
degree from this advertising when you 
adopt the unique and constructive selling 
plans available to Heirloom Plate dealers. 
The Heirloom Plate policy of direct deal- 
ing has resulted in closer and more help- 
ful merchandising cooperation. And such 
cooperation, in turn, results in greater . . 
more profitable sales of this fine high- 


grade silverware. 


LONGCHAMPS 


( 


SHEVERWARE CREATED FOR THOSE WHO me THE FINEST «> 


Je Mark Req. U. S. Pat. Of.—ONEIDA LTD 
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HE diamond—the birthstone for April—derives its 
name from the Greek “Adamantos” meaning adamant, 
no doubt due to its superior hardness. 


It is the most popular of all stones and is known as 
“king gem.” It is the emblem of fearlessness and in- 
vincibility. Astrologically. it comes under the heart sign 
Leo for which reason it was considered symbolical of suc- 
cess and happiness for those entering wedlock, which has 
made it a favorite stone for engagement rings. 


To dream of diamonds was considered symbolical of 
success, wealth, happiness and victory. 
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GRACE 
MOORE 


Columbia Star now appearing in he: 
new picture ‘When You're in Love,’ 
is shown wearing a gorgeous neck 
lace loaned her by M. Reingold 
Hollywood jeweler. 





It was believed that its virtue was to repel poison and 
it was considered a defense against the arts of sorcery. 
It dispersed vain fears and quelled all quarrels and con- 
tentions. 


It is composed merely of the common and abundant 
element carbon, consisting of the same chemical material 
as charcoal, soot and graphite. 


Every man of average size is carrying about with him 
twenty pounds of carbon. Yet diamond is of very rare 
and sporadic occurrence as quite small crystals. It has 
defied all attempts to produce it commercially by artificial 
means. 
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aineend and pearl tiaras 
appeared in such large numbers at 
March social events in London as to 
be reminiscent of pre-war days. The 
fashionable tiara stands well up from 
the hair. The modern headpiece is 
convertible and can be dissembled and 
worn as corsage and necklace orna- 
ment. Diamonds and amethyst and 
diamonds and sapphires are a favored 
combination this year for tiaras. 
Queen Elizabeth shows a preference 
for a high diamond coronet. This 
type of headpiece tends to make the 
wearer appear taller than she is. 
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he Feld-Crawford 
‘Fair Trade’ law of New York State 
which is once more in effect grants 
authority to the manufacturer of a 
commodity to maintain the retail 
price of that article through his retail 
outlets, if he so desires,” said Wm. D. 
McNeil, president of the American 
National Retail Jewelers’ Association. 

“This law is in line with similar 
laws in many other states such as 
California, Illinois, Tennessee, Loui- 
siana, Virginia. In fact it has been 
enacted in seventeen states. 

“The law in New York has a pe- 
culiar history as after being enacted 
it was declared unconstitutional by 
the Court of Appeals of the State. 
Later the Supreme Court of the 
United States declared similar laws 
enacted by California and Illinois 
constitutional. 

“Because of this decision the New 
York Court of Appeals reviewed the 
Feld-Crawford Act and reversed its 
former decision by a five to one vote 
thus reestablishing the law in this 
state. 

“The whole matter may be acceler- 
ated and clarified by the passage of 
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the Tydings-Miller Bill now before 
the Congress of the United States 
which would make such ‘Fair Trade 
Laws’ effective in every state passing 
such a local statute. 

“The editor of The Southern 
Jeweler very concisely states—‘This 
act stabilizes prices on all articles 
offered for sale that bear the name 
or trade mark of the manufacturer 
and, when enforced, will eliminate 
one of the worst evils in the retail 
jewelry business.’ 

“The meat of the cocoanut lies in 
the above words, ‘when enforced’.” 


© © 


te March Bulletin 


of the Indianapolis Better Business 
Bureau in speaking about the investi- 
gation of more than 900 advertise- 
ments that appeared on their face to 
be questionable, or about which a 
complaint was registered had this to 
say about the jewelry trade: 
“Notable among the experiences of 
cooperation was that given during the 
year by the jewelers and the furriers. 
It may be recalled that the jewelers 
in the fall of 1935 entered into a code 
of advertising standards which has 
eliminated most of the objectionable 
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lewelry rade 


features in jewelry advertising. There 
have been a few infractions in indi- 
vidual cases. On the whole, however, 
there has been marvelous cooperation 
by every store in this group. For in. 
stance, with only a few minor excep 
tions, you have seen no comparative 
prices on diamonds; no comparative 
prices on ‘off-brand’ watches, that 
do not have a standard price or stand- 
ard quality; there have been no con- 
tests, premiums, two for one sales, or 
other similar questionable promotion 
methods, during the year.” 


e 
Si Ernest Oppenheimer, M. P,, 


in the course of an interview at Cape 
Town recently gave a bright out- 
look on the prospects of the diamond 
industry in South Africa. He stated 
that the payment of the remaining 
arrears of De Beers Preference divi- 
dend was practically certain and fore- 
shadowed the reopening of the Bult- 
fontein Mine. In an interview pub- 
lished in the African W orld, he said: 

“In Kimberley we are most anxious 
to see increased activity, and as soon 
as the directors are satisfied that the 
expansion of trade warrants it, we 
will start up the Bultfontein mines. 
All the steps have been taken to en- 
able Bultfontein to start up. 

“My personal view is that if the 
sympathetic treatment which the 
Government has, up to now, accorded 
De Beers for the sake of Kimberley 
continues we shall, without taking 
too great a risk, be justified in start- 
ing mining operations at Bultfontein 
in July this year. 

“Work at Jagersfontein and Koffe- 
fontein is not essential, but has been 
undertaken to meet, as far as possible, 
the Government’s desire to help these 
districts. 

“The results of washing the ground 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1937 














rs 


‘here 
indi- 
ever, 
ation 
r in- 
ccep- 
ative 
ative 
that 


and- 


s, Or 
tion 


i 


rape 
out- 
ond 
ated 
ring 
livi- 
ore- 
ult- 
yub- 
aid: 


dle, 


NE 











at Jagersfontein will give a good in- 
fication both as to the yield of the 
mine and the value of the diamonds 
produced, So far, the result is most 
discouraging and the Jagersfontein 
mine cannot be looked upon as a pay- 
able mine in present conditions.” 
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A Good Argument 


against municipal and state sales taxes 
is told by a prominent retail jeweler 
of Pittsburgh. 

The jeweler in question had a beau- 
tiful chest of silver in his display win- 
dow one evening which took the fancy 
of a visitor to the city. The next 
day the prospect came into the store 
and asked the price of the chest, which 
was $475. 

“Does that include the sales tax?” 
he inquired. 

When told that Pennsylvania has no 
sales tax he replied, “Why in New 
York State we have a sales tax of 2 
per cent and I could save money by 
buying the merchandise here.” On 
this reasoning he gave $100 as a de- 
posit and mailed a check for the bal- 
ance on his return home. 


o © 


California jewelers had reason 
to puff up with pride, when at their 
annual gathering last month they 
were told “You minister to the finer 
instincts of human beings.” 

Continuing, the speaker, Byron C. 
Hanna, president of the Los Angeles 
Chamber of Commerce said, “You 
supply the tokens—creations of artis- 
tic merit and intrinsic value—which 
are used to express the most cherished 
sentiments of the human heart. 

“Your business is in large part a 
luxury business and in that connection 
I would say a word or two upon the 
subject of luxury businesses in general. 

“T think there is no business activ- 
ity that is more misunderstood by the 
general public than luxury business. 
Many misconceptions are generally 
accepted by large classes of our peo- 
ple. One of these is that luxury 
business is a vehicle to serve the rich 
and a conspiracy against the pocket- 
books of the poor. 

“Your business is an invaluable ad- 
Junct and an important element of 
our economic structure. It furnishes 
employment, opportunities for a liveli- 
hood, and purchasing power which 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1937 


do much to maintain the high stand- 
ard of living in this country. If the 
activities of American business enter- 
prise were confined only to those busi- 
nesses dealing with the bare necessities 
of life, there would be a tremendous 
diminution of employment and con- 
traction of opportunity which would 
seriously reduce the the living stand- 
ards and general welfare of the peo- 
ple as a whole. 

“We have heard much in recent 
times of distribution of wealth. Your 
business provides a real avenue for 
distribution of wealth. The individual 
of surplus means who buys an expen- 
sive and exquisite article of jewelry 
pays a purchase price which, in turn, 
is distributed to clerks and janitors 
in the form of salaries, to landlords in 
the form of rent, to printers and pub- 
lishers in the form of advertising lit- 
erature, to the craftsmen who manu- 
facture the article, and ultimately 
finds its way in an infinite number of 
directions into the pockets of those 
who work for a living.” 


o 
H. witsdorf, 


director general of the Rolex Watch 
Co., Geneva, is quoted in a recent 
issue of Horologerie regarding 
watches and in this connection said: 

“There is parking-room for one 








WHAT SAY YOU? 


—In these troublous days it is just about as 
easy to be a pessimist as it is to be an 
optimist. 

—l, personally, prefer to be an optimist. 

—It doesn’t cost any more—and | sleep better. 

—And when you dig down to the roots of 
today’s conditions, there are definite, tangi- 
ble reasons for a wholesome outlook both as 
to the present and the future. 

—In spite of revolution, strikes, floods, Mrs. 
Simpson and Old Gold Cigarette contests, 
business is really forging ahead. 

—Pent-up demand for most everything we 
produce from earth or in factory, is force- 
fully expressing itself. 

—People need more things than they’ve got. 

—And reasonably rising wages will enable 
people to buy more things this year than 
they bought last year. 

—So, all in all, things might be worse and they 
surely are better. 

—lIt’s a safe bet that the pessimist won’t get 
anywhere if he practices what he thinks. 
—Whereas the optimist is bound to go places 

and do things. 


Font Went, 


President. 
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watch only upon a man’s or woman’s 
wrist.’ If that small, but for the 
watch-industry so immensely impor- 
tant space be taken up by a cheap 
watch that really goes, then good- 
bye to the good and better watch! 
The profit to which the jeweler- 
watchmaker is entitled by merit of 
his profession has gone west. 

“Every salesman and saleswoman 
employed in a jeweler’s establish- 
ment should always ask themselves: 
How good a watch can I sell him or 
her. How much can I succeed in 
getting him or her to spend upon a 
good watch? 

“It requires experience and skill 
to reach the maximum in this respect, 
but therein lies the merit of salesman- 
ship and of helping the industry in 
general.” 


o 


With the sale of over 


a million copies of “Gone with the 
Wind,” interest grows in American 
styles and fashions during the years 
immediately after the Civil War. 

Miss Elizabeth Stinson of Little 
Rock, Ark., now 96 years old, who 
left Bath, Me., in 1868, to become a 
saleswoman in the jewelry store of 
her brother, George, at Camden, 
Ark., describes gowns and jewels in 
those days as follows: 

“A lady of fashion wore a dress 
of taffeta that rustled around her 
slim ankles. The garment was made 
with bustles and usually with long 
lace cuffs and a high collar supported 
with bones. Around her neck hung 
a jeweled locket; from her ears 
dangled pure gold rings; over her 
heart was pinned a tiny gold watch, 
on her wrist an initialed bracelet, on 
her fingers several set rings; high in 
her hair glittered a fancy comb; in 
one hand she carried an elaborate 
purse with gold fastenings; in the 
other a gold-handled parasol.” 

Miss Stinson’s brother died in 
1898, but she continued at the jewelry 
store in association with his son, John 
M. Stinson, until about 10 years ago, 
when she went to Little Rock to live 
with a niece. The Stinson jewelry 
store is now owned by John M. Stin- 
son and his son, John M., Jr., and is 
the oldest jewelry store in Arkansas, 
with 86 years of continuous service. 
It is the only firm in Camden that has 
belonged to a single family since be- 
fore the Civil War. 
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The first thing the jeweler 
has to do is to attract the attention of potential customers 
and to favorably impress them. Store front window areas 


represent from 12 to 40 per cent of the total rental of the 
store and are estimated to earn one third of the profit on 
all sales. Therefore the store front is usually the first 
thing to start modernizing. It has three functions: 


1. To attract the attention of prospective buyers 
2. To display the merchandise to the best advan. 
tage. 
3. To draw in the customers. 
In planning and designing the new store front trial 


and error and a close research into shopping tendencies 
have shown that there are comparatively few layouts prac. 


ticable for jewelry store use. The compactness of Most 
of the merchandise and the style which must characterize 


its showing have imposed limitations which must be taken 
into consideration. ‘This, however, does not imply that 
the jeweler cannot have something that is pleasantly dif- 
ferent in addition to conforming to the best in modern 
practice. With a good knowledge of fundamentals as a 


working basis, there are many pleasing and effective varia. 


tions which can be worked out and it will be the purpose 
of this article to explain them briefly. 


One important point to bear in mind is to obtain maxi- 
mum window frontage, yet the design should be such as 
to allow ample space for window shopping. Island win- 
dows or tricky irregular entrances intended to draw win- 


dow shoppers are, in most instances, a waste of valuable 
space and have very little if any effectiveness. 


In outlining the plan of the store front, we must real- 
ize that as each store has its own peculiarities, such as un- 
even breaks in the walls, columns, etc., it would be dif- 
ficult to consider them all. Consequently we will assume 


that the store is 16 feet wide and of average depth, with 
absolutely straight walls, In studying the modern jewelry 
store front, it is well to bear in mind that the average 
front is 16 feet wide and about nine feet deep. Conse- 
quently in discussing the front, we will consider this as 
standard. Of course, store fronts can be made any depth 
desired, in accordance with the types of merchandise to be 
displayed and the actual depth of the store. 

One of the newer trends in store front design is to set 
the windows slightly off balance in relation to the front 
itself. This asymetrical arrangement is used in a variety 
of ways and has been responsible for the elimination of the 
use of the center or “island” show window, which always 
has proved to be a hindrance to main-door traffic rather 
than a selling aid. 

Many shapes and layouts have been tried in designing 
store fronts for jewelers. However, the plans of store 
fronts shown in Figs. 1, 2 and 3 are most commonly used, 
particularly that of figure one, which is the most favored. 
This plan has proved most successful. It tends to allow 
for many fine unit displays and wide roomy space for 
window shoppers. Moreover, in this plan we have in- 
creased the frontage of sixteen feet to between 23 and 24 
feet. This is so because the entire spread of the windows 
now becomes frontage of the most valuable type. 

The plan shown in Fig. 3 is for stores of average width 
but having a depth of only 30 to 40 feet, making it es- 
sential to have a front that is not more than three to four 




















ject deep. Display platforms are usually 30 inches deep. 
We will use the plan shown in Fig. 1 as the basis for 
our mythical store. The height of the bulkheads or plat- 


forms is a matter which should receive careful considera- 
tion. Jewelry should be displayed close to the eyes of 
those who view it. Experience shows that 42 inches above 
street level is the proper height for showing jewelry. 

The old type of store front with acres of plate glass has 


yone. In its place have come smaller windows—windows 
- 


that are framed attractively by the surrounding front and 


small enough to be encompassed in a single glance. The 
height of the plate glass varies with the ceiling height of 
the store. However, at no time should the height of the 
glass exceed five foot six inches. Valances are occasionally 
used, which would leave about three feet of actual clear 


space for display. This still permits sufficient view of the 
background to enhance the display without over-emphasiz- 


By 
MURRAY 
M. 
PEARLSTEIN 


laff Bros., New York 


Fig. 3 


ing the former. Remember you are selling jewelry not 
display backgrounds. 

The next step to consider is the treatment of the front. 
A wide variety of materials can be used. But whatever 


the material used in the store front—brick, glass, metal, 
marble—it is nothing more than a setting and a back- 
ground for the name and windows. For the base of the 
store front any one of the materials mentioned can be 
used but the selection should be of a dark hue. The face 
of the end columns should be covered with the same mate- 
rial as the base. ‘The color may vary so as to obtain a 
contrast that would enhance the front. 

As to glass sash, side rails and cornice, there are many 
types in various finishes which can be employed. The ma- 
jority of the store fronts employ hollow metal sash. The 
sill member is sometimes omitted inasmuch as too much 
metal at the bottom of the window hinders the display. 
Instead the marble or glass used is beveled and used to 
good advantage in place of the sill. 

Many jewelers in remodeling their store fronts, make 
the mistake of stopping their changes at the transom rail. 
They fail to go far enough in producing a store that will 
stand out from the multitude with which it must com- 
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pete. ‘loday the utilization of that portion of the store 
front above the glass height up to and above the ceiling 


height of the store, has become common practice. This area 


is used for the name of the store. This arrangement adds 
height to the store front and tends to add an institu- 
tional air to the store. The front pictured in this article 


shows the effect of loftiness and smartness attained by 
treating the area above the glass line and reaching up, 


ordinarily, to the sill of the windows of the floor above 


the store. 


The sign is of bronze ribbon type letters mounted on 
the facia material. This type of sign is hard to equal for 
attention power. It features the name of your store in a 
distinctive way and without detracting from the harmony 

of the store front design. ‘There are many other methods 


of treating this space—one is to employ metal letters com- 
hined with neon tubing—another—metal letters silhou- 





etted against the facia material. ‘The sign in any case 
should be considered an integral part of the store front 
design. 

Awnings may be necessary on all but stores having 
northern exposures. They must be consistent with the 
design of the store front. The style of awning apparatus 
most commonly used is that of the lateral arm type. With 
this type of operation the awning, when closed, has no 
arms exposed as the entire mechanism and awning recede 
into the awning box which houses the awning. 

Naturally enough, the design and building of store 
fronts is a job for experts—experts who are thoroughly 
trained as store designers and as important have a thor- 
ough and comprehensive knowledge of retail jewelry store 
merchandising. Although jewelers should be sufficiently 
well acquainted with modern design to know what is good 
and what is bad from a merchandising standpoint, it would 
be as unwise to try to handle this work alone as it would 
be to undertake to do away with the services of the doctor 
in treating a disease. Each and every store has its own 
particular problems and these must receive full and care- 
ful consideration. 


(Please turn to page 73) 











THE TFOLLO 


Underwood & Underwocd 


Concluding a series of thought-provoking articles 
on “From Cash to Deferred Payments.”” Herein 
Mr. Grove answers queries about handling credit 
collections, and suggests simple ledger cards and 
payment books to be used in a credit system. 


F ollowing are some questions 
that would naturally be raised in regard to handling credit 
or deferred payment collections: 


1—What kind of record should be kept of 
a customer’s account; how is collection activity 
to be recorded ; and what kind of payment record 
should be given the customer? 


2—What kind of form letters should be pre- 
pared? 

3—Just how do you follow up an account 
that does not pay? 


LEDGER CARD AND PAYMENT BOOK 


A typical ledger card and payment book are illustrated 
herewith. It is the usual custom to number the cards 
consecutively and file them by number, which of course 
necessitates a separate alphabetical index. The ledger 
card should be filled out as indicated, so that you have 
all the information which you need in following up the 
account right on the card. The margin should be used 
for notations of letters sent to the customer, of letters 
received from him, and any other collection contacts. 

It is assumed that for the time being you will post by 
hand. When you get to the point where it will pay you 
to install a machine for this purpose you of course will 
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use whatever payment book and ledger card is suitable 
for that particular machine. 

The payment book should show the customer’s name 
and address, the account number, the date and amount of 
each purchase, the exact terms, and the date and amount 
of each payment together with the balance due. 


FORM LETTERS 


A form letter is advisable wherever you find yourself 
sending practically the same message to a number of cus- 
tomers. Such cases are simple notices of payments due, 
notices of action to be taken, etc. You can easily pre- 
pare them for yourself or you can find volumes of them 
in any public library. Here are outlines of a few com- 
monly used— 

No doubt you have overlooked the payment, 
ett.— 

This is the second notice regarding the past 
due payments, etc.— 

You may have a good reason for failing to 
make the payment agreed on, but if so we have 
a right to know, etc.— 

Unless we hear from you by , we will 
be forced to commence collection proceedings, 
etc.— 

As you go along you will find your need of forms in- 
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THE KEY TO CREDIT PROFIT 


by ROBERT E. GROVE 


Manager of a Finlay-Straus, Inc., jewelry store in 
New York City 








































creasing and you will gradually build up a system of your 
own. 
FOLLOWING UP AN ACCOUNT 

The first requirement in any sound collection policy is 
that your customer understand his exact terms. When 
a new customer leaves a store with a definite understand- 
ing that he is to pay $1 a week and that the first payment 
is due the following week, his account will be much easier 
and less expensive to handle than if he goes out with the 
vague idea that he has one year to pay. Don’t be misled 
by the man who says he “won’t bother with small pay- 
ments”—he’ll “pay it up in a hurry”—‘just short of cash 
for a few weeks.” ‘Tell him that’s fine but that you are 
required to set up a definite payment schedule. If he 


























a MEER emma ny 
wants to pay more, he can, but the first payment of $1 is 
due the following week. 
Another preliminary to intelligent handling of collec- 
tions is to notate your ledger card in some code of your 
@ The ledger card, shown above, when filled out 
completely, gives the jeweler necessary information 
@ Two open pages from a typical payment book are for following up accounts. Forms are shown half 
shown below, with numbered lines for payment data actual size. 
le Terms EE own to indicate how closely the account should be 
Terms watched. You may have made a sale which you con- 
sidered doubtful and which will be all right if the ac- 
, nt SE a = count is properly handled. You may intend to keep close 
. track of the account at the time of sale, but make sure by 
- marking the card. Then as you run through your accounts 
you will know which delinquencies require immediate 
notification and which can be passed over until next time. 
lf You should examine your accounts constantly. Com- 
aid mon practice is to see every open account once a week or 
- at least every ten days. Only by such attention can you 
ws keep your accounts in healthy condition. 
- You can follow up a customer by mail or telegraph, by 
a telephone, or by personal call. Your purpose is to notify 


him of his delinquency effectively and inexpensively, and 
at the same time with as little offense as the condition of 
the account warrants. There is no rule as to how soon 
after a payment is due you should send the customer a 
notice. It depends on each case. 

The first few payments on an account are important. 
If the terms and date of first payment were properly ex- 
plained you have good reason for sending a customer a 
notice a few days after the due date. Your customers 
differ widely in their sense of obligation and ability to 
manage their finances. If their accounts with you are 
to run for many months, you can understand that numer- 

(Please turn to page 77) 
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JEWELRY FASHIO) 


Brooches and pins are news—this one of carved 
jade and diamonds is a handsome and unusual 
design. The delicate bracelets and ring are of 


matching carved jade and diamonds. 


W. can’t get away 
from that Royal Romance. Perhaps we don’t want to. 
In either event, Romance with a capital “R” character- 
izes the dress-up clothes for Spring and Summer. 

Billowy, ballerina skirts above the ankles with tiny 
nipped-in bodices for the youthful. 

Skirts with a hundred yards of tulle. Prints with silly 
gay designs, flower pots, top hats, dancing clowns and 
nosegays. 

Street clothes are primmer, almost demure, but with 
them are worn the “sassiest’’ hats; one promoter calls 
them “hussy hats with puritan dresses.” 

Slinky, clinging sheath gowns, some split to the knees. 
Feminine, ruffled, frilled, pleated afternoon gowns. Eve- 
ning clothes are really theatrical. Howard Greer, the 
very fine Hollywood designer, laughingly said when I saw 


Necklace of ruby beads and diamonds-—a matching bracelet and 
clips of diamonds and rubies in a modern design are used as 
effective color accents with a dress of beige crepe 


him in Los Angeles last week, “Well, this time we sold 
a bill of goods to Paris. If Hollywood had made the 
clothes you would have howled at us. Now Paris 
gone Hollywood.” 

From coast to coast money is being spent lavishly, an 
it is in the higher priced merchandise that the large 
gains are noted. 

Now that income taxes are established, men who pay 
heavy taxes are giving their women folk more money to) 
spend and they themselves are spending more. 4 

Races in Los Angeles passed $1,500,000 through the” 
Pari-mutuel on the day of the big handicap race at Santa’ 
Anita. The Turf Club dinner sold seats to non-members 
for $100 a plate, a second victory dinner, and the gowns” 
worn for this occasion were the finest and most expensive 7 
Hollywood and Los Angeles could produce. 

And what about jewels? Well, jewels are here with 
a bang! Clips are adorning the lapels of the soft dress- 
maker suits and redingotes. For evening necklaces are 
worn by everyone. Pearls, diamonds and pearls, emeralds, 
sapphires, Indian cut sapphire and ruby chokers, long 
strings of pearls and several of them, ear rings, bracelets 
of all ‘types. The high sign of the evening is glitter—all 
the jewels she can muster and pailletes, diamante trim- 
ming, pearl embroidery on her gown. 

Gloves are being jeweled. Canada has sent the Queen 
a $24,000 pair of jeweled sandals for the Coronation fes- 
tivities. Stockings set with diamond clocks at $2,500 per 
pair have been shown in New York. 

The jeweler is slow to believe all he has to do is to 
notify his customers that he has new important jewelry 
and see how many replies he will receive. 

Jeweled flowers and flower motifs continue. Gold and 
gold-plate are worn with suits and dinner clothes in 
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\ chiffon gown of complete simplicity is used as a background for these unusual jewels. 
The clips of diamonds and rubies are a new and intricate design. The bracelets and 


Snapped on Fifth Avenue, this gentleman wears a scarf 
pin gaily. A salamander of diamonds holds the young lady’s 
scarf in place 


bracelets, lockets, rings set with colored stones, heavy and 
bulky looking. 

Heirloom jewelry is coming out, being freshened up 
and used as color accent. Remember, we have not seen 
so much color in years. Hair ornaments are increasing in 
number, worn at the base of the crown of the head. 

Floral sprays for the front of the hair and clips worn 
to keep waves in place. Bracelets of flower design trans- 
form themselves into hair ornaments. Modern ring forms 
are again popular and worn with all daytime clothes. 

The English duchesses are having coronets made that 
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ring are also of rubies and diamonds 


may be transformed into necklaces which break up into a 
bracelet and two clips. 

‘The Coronation has given tremendous impetus to 
jewelry and American women who can affoed to buy it 
are following the British fashion of jewels for evening 
and gowns subservient to them. 

Colored stones are in high fashion—emeralds, rubies, 
sapphires, necklaces, ear rings, rings and bracelets. 

In costume jewelry, gold set with colored stones—silver, 
a return to some of the old silver designs. Silver buttons 
and buttons in silver and gold for black and white blouses 
worn with suits are smart and new looking. Heavy metal 
necklaces in modern or romantic designs fit closely at the 
base of the throat. 

Metal jewelry is worn for evening as well as daytime 
and is most impressive in new, heavy, baroque designs. 
Diadems or coronets of gold are stunning, the heavy 
spikes mounted with small gold spheres are again seen. 

All of the blouses, frilled gilets, and bows need a pin 
to hold them in place at the neck. The popularity of the 
good, old-fashioned brooch increased daily. We saw a 
smart young woman wearing twin clips on both lapels of 

(Please turn to page 71) 

















Rosalind Russel, M. G. M. Star 





1937—Greatest Marriage Year 


By DONALD S. McNEIL 


April is the psychological time 


for jewelers to double-step their thinking and planning 
about wedding merchandising because April is the last of 
the “slow” marriage months—and May starts a procession 
of six months, each of which has more than an average 
quota of weddings. 

Economists are confident that the license clerks will be 
busier this year than ever before in American history, and 
it goes without saying that marriage bells will have an 
especially merry echo in the cash registers of America’s 
jewelers. Wedding presents average 25 per cent of 
jewelers’ sales. 

The expanding wedding market now experienced might 
be called a boom, that grew out of a normal recovery that 
followed a panic. The panic year, for marriages, was 
1932, and the recovery years, 1933 through 1935, brought 
gains of 4.3 per cent, 33 per cent and 2 per cent respec- 
tively. It remained for 1936 to produce the real boom, 
the research department of this journal discovered in an 
original project completed last week, on behalf of the 
jewelry industry. 

Data has been gathered from 50 of the largest cities on 
the number of marriage licenses issued last year. About 
one-ninth of the nation’s populace lives in these cities 
which are of 146,000 population or over. 

Highlights of the survey will be presented in order. 

1.—An increase of 8.54 per cent in number of 
marriage licenses issued during 1936, over the 
number issued in 1935. Marriage license bureaus in 
the 50 cities covered by the survey issued 356,903 licenses 
during 1936, in response to larger earnings and reemploy- 
ment which enabled thousands of young men and women 
who had postponed marriage during depression years to 


establish homes last year. During 1935, the previous 
year, 328,818 marriage licenses had been issued in these 
cities. 

2—All but four cities had more marriages. 
Three of these cities are in Connecticut where a blood test 
law became effective Jan. 1, 1936; Bridgeport with 36 
per cent, Hartford with 26 per cent and New Haven with 
28 per cent declines from 1935. Pennsylvania’s three- 
day law possibly contributed to a drop of 1.8 per cent in 
the number of licenses issued in Philadelphia, although 
Pittsburgh showed a 5 per cent increase. 

California jewelers in convention last month advocated 
repeal of the three-day law in that state, contending that 
the delay between issuance of the license and the marriage 
ceremony has sent many weddings across the state line into 
Nevada. 

The World’s Greatest City issued 83,259 licenses, 
against 75,265 in 1935, an increase of 10 per cent. Crhi- 
cago’s block of 43,775 licenses was 7 per cent greater than 
1935. Other great cities had the following nuptial gains: 
Detroit, 2 per cent; Cincinnati, 8 per cent; Los Angeles, 
9 per cent; Boston, 6 per cent; Cleveland, 14 per cent, 
and St. Louis, 11 per cent. 

Marriage gains last year were general throughout the 
United States, unlike the year before when they were 
greatest in the West Coast. Tarrant County, Tex. 
(Fort Worth), led the list, reporting a gain of 40.67 per 
cent, and Mahoning County, Ohio (Youngstown) was 
next with 34.56 per cent increase. 

3.—June, as ever, the favorite bridal month. 
Ten years ago THE JEWELERS’ CIRCULAR-KEYSTONE fe- 
ported that June weddings comprised 13.2 per cent of the 
entire year; the survey for 1935 revealed a dip of 1 per 
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7 OH EROM 
JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. TOTAL 1935 
MRS ois cesccessnens 144 101 107 159 177, 265 ~=Ss«177,—Cié<‘«XNwHs:i“‘«éSsC«i sti «SCC 4.02 
EE cnc. seve sernaees 224 217 210 262 285 419 308 298 277. «#2291 «1276 «©0357 3,424 « +4.79 
ga 468 480 399 571 570 1,013 694 746 756 705 #739 +#« «+705 7,846 +8.16 
tame, Ala, ......00006. 360 378 351 427 418 '565 546 429 441 «4518 432 559 5,424 +10.62 
yg eS 482 390 429 531 749 «915 S's«674S'si86GH—“<«é‘iBO*C*C«*SB3;:*s:é=<“‘«‘CQ UW CS6s«7,6452=C(« 5.82 
Meet COUR... 2. cece ne 21 29 12 53 59 124 59 85 99 63 72 32 708 —36.10 
EW, ce vaveveseecss 283 255 155 342 435 7356 493 602 S561 485 450 251 5,068 +9.10 
EE sarinnniinn neanies 2,658 2,543 2,258 3,449 4,021 5,762 3,658 4,664 4,227 3,790 3,676 3,069 43,775 +7.02 
Mtn, Olio ............ 222 258 182 281 321 "582 °318 +320 +358 342 365 +279 +. 3,828 +8.10 
Mees, Obie ....-.....0.. 522 513 378 597 822 1,266 740 985 875 851 778 #498 8,825 +14.36 
gg Synepgereepores 273 301 325 371 396 532 480 442 434 441 454 494 4,943 +27.16 
SEEMED vn seneveccsorss 93 86 82 125 149 265 162 147 «©1180 147 153 135 1,724 +417.83 
ny 168 156 135 202 230 395 301 303 287 «236 243 «270 2,926 +22.12 
ME MGR, oo. cece ccc ceass 1,591 1,201 1,247 1,624 2,012 2,372 1,885 2,194 1,979 1,736 1,651 1,610 21,102 +2.01 
EE, gcc cect ececese 135 130 104 132 161 284 (156 182 (157 ‘144 °'200 ‘211 1,996 +1.57 
Fort Worth, Tex. ........... 195 214 259 238 236 310 «271 «49303«| 264. Ss274~=Sss258 = 3529S, 151 +-40.67 
Grand Rapids, Mich. ........ 104 85 96 144 213. «275,—=S's«é27,'i‘i kK Si89SsidSSs«dGSs«éd384~Ss«d, 890 4-12.23 
Sg ree 46 39 25 59 95 92 85 110 88 97 62 39 837 —25.86 
im Tet, .....000...... 318 376 356 354 411 639 460 480 481 473 509 569 5,426 +17.16 
Seedis, Ind. ............ 272 250 255 334 350 607 434 428 489 390 442 397 4.648 +13.22 
tee Clty, N. J. 2.0.0.0... 160 164 137 226 260 419 193 274 307 286 245 178 2,849 +410.04 
ltes City, Mo. ........-... 235 254 242 309 292 574 +354 323 381 376 ©@«©6337 063840 4,061. $2.11 
De meesdes, Cal. .......0.... 1,533 1,560 1,531 1,714 1,665 2,892 2,089 2,171 2,166 1,930 1,907 1,993 23,151 +9.39 
MU, MR. coc cece cc ecnes 140 192 143 200 269 451 222 285 281 320 230 2,998 +4.42 
Memphis, Tenn. ............. 152 128 126 149 161 270 172 146 159 207 242 329 «2,241 +13.29 
Milwaukee, Wis. ............ 220 339 181 332 451 999 465 515 703 514 521 342 §,582 +49.11 
Mieneapolls, Minn. .......... 269 257 258 362 545 727 421 558 S11 475 405 #340 # 5,128 +11.96 
gs geegenens: 228 307 214 302 301 635 49347 «399s 489°'s«476—is«490—si295S 4,483) 4-11.21 
New Haven, Conn. .......... 36 40 65 90 124-183 72 #154 100 144 79 73 1,130 —27.74 
as ieee, La. ............ 225 218 185 216 224 4«4©459«S 351s 21431 274 +241 267 «3,184 +-10.63 
Sue Werk, MW. Y. .........-- 5,671 5,461 5,593 5,855 7,472 10,847 6,637 8,164 7,477 7,364 6,215 6,503 83,259 +10.62 
MET, haccceccenavecs 313 294 293 336 377 43 65 38 386 378 © 4,592 ++-7.97 
Oklahoma City, Okla. ........ 184 203 173 197 248 330 306 225 «214 +« 240 223 343 «62,886 +15.99 
TI ccc ssascce cvs 117 130 118 160 158 303 164 «+189 226 180 156 151 2,052 -+3.53 
Philadelphia, Pa. ............ 889 743 773 970 1,372 1,726 897 1,413 1,280 1,180 1,197 948 13,388 —1.81 
Pittsburgh, Pa. .............. 524 543 316 734 985 1.524 878 1.148 973 °837 930 614 10,006 +4.65 
Suteed, Ore. .........00.0. 107 132 96 181 197 345 204 °241 £224 «+199 195 194 2315 +11.83 
a OD vi csssaeseas 151 118 126 232 234 ««-378-—St—si«a84si27K—i(iti«02:sti‘aS22sia4S 71S 4-30.33 
os ecci aces 130 133 94 210 248 422 247 «19337 «292 284 # +285 162 2,844 +6.87 
MIN MER, secs escccccees 375 474 336 515 560 1,152 575 S67 667 639 707 523 7,090 +10.88 
St. Paul, Minn. ............. 139 126 128 210 317. -°'377,.~«2«s«220.—S'*—s«89si«i2BSst(iSSC2SBSsCi16DS 2.870 —-+$-1.95 
San Antonio, Tex. ........... 286 256 280 332 333 388 337 +330 339 «324 «#323 «379 «3,907 415.45 
San Francisco, Cal. .......... 490 475 411 503 447. 814.—«Ss«607,'—i—‘«“CSBSOC(itiCS7—“(‘2ACSC(té«‘ RG OCCKGGKCi‘“‘«i‘«‘iC‘SSAZ;C« +712 
Seattle, Wash. .........--.-- 328 298 248 381 366 681 S18 588 # S62 501 443 464 5,378 +11.76 
Springfield, Mass. ........... 54 53 45 107 110-165 97 142 141 ~~ 125 90 74 ««:1,203 Ss ++:3.79 
SE We avccaccsccses 67 57 42 98 126 191 125 141 «©1140 129 128 82 15326 +9.86 
TE, WES ccccsccccccceees 122 128 107 129 194 287 160 168 185 #£=185 #4176 +#« 160 2,001 +2.30 
Washington, D. C. ........00- 484 467 389 573 879 946 «#49705 «= 660—(s‘«i38—SCtiC«CBF(i‘iKHC(iti‘iHSSC7,4970 4-92.71 
Worcester, Mass. ......------ 95 79 59 143 142 248 #144 #«&«&3217 168 151 131 90 1.667 +7.75 
Youngstown, Ohio ........... 70 60 62 73 110 172 #42105 153 120 8 116 89 46 1,176 +34.56 
RN 5.82... vicdesa 22,373 21,691 20,136 26,094 30,977 46,891 30,304 35,496 33,799 31,665 29,721 27,756 356,903 
cent, but the current study, for 1936, restores June to 4.—Different cities, different months favored for 
13.1 per cent of all the licenses. weddings. Records of marriage license bureaus in 44 
Prior to a few years ago, September invariably ranked of the cities, east, west, north and south, showed that more 
next in favor, but August has been the second matrimonial licenses were sold in June than in any other month, and 
choice for several seasons, even though most persons con- that the sale in June was second highest in five of the six 
g p 
tinue to think of September as the second best bridal time. 
September now is in third ranking, followed by October, a 
May, July and October, in that order. Ratio of Marriag 
It is interesting to note in the following table, that each | 
of the six months of 1936, starting with May, had more 
wedding licenses than 8.3 per cent, the average monthly = > SS 
percentage. Percentages for 1935 are also shown: a3 ; AA, SH 
1935 1936 1935 1936 ow, 
January ........ 6.2 i eres 8.2 8.5 ia 
February ....... 6.3 GR BE oo ees cis 10.0 9.9 5% 
March ecwenees 6.1 5.6 September ...... 8.9 9.5 
—_ ahs Seater 7.5 7.3 October ........ 8.6 8.9 
EERE Pe Ae 9.1 8.7. November ...... 9.0 8.3 
. JAN. FEB: MAR. APR. MAY JUNE JULY AUG. SEPT. OCT WOV. DEC. 
ee 12.2 13.1 December ...... 7.9 7.8 
It would be bad business so to concentrate appeals to cities remaining in the survey. Hartford, Conn., was the 
wedding-gift customers in the months of May through only city in which June failed to rank among the first 
October as to slight this type of gift selling during the three wedding months. 
other six month of the year, because more than 40 per In Hartford, as in New Haven, Conn., and St. Paul, 
cent of the marriages presumably occur between Novem- Minn., August was first in the list, and the same month 
ber 1 and April 30. (Please turn to page 71) 
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Rings by courtesy of Black, Starr & Frort-Gorham, 


@ The current rebirth of interest in 
men's jewelry gives prominence to 
the ring at the top, a seal sapphire. 


@ Yellow gold provides splendid 
contrast for the lapis lazuli in the 
somewhat austere example second 
from the top. 


@ Not citrine quartz, sometimes a 
guilty masquerader, but a fine gem 
topaz is mounted in a fluted yellow 
gold setting, next below. 


@ Yellow gold is also used in the 
fourth example. It is in perfect 
harmony with the bloodstone. 


@ A very large star sapphire com- 
mands attention for the fifth of the 
men's rings. The mounting com- 
bines yellow gold and platinum. 


Inc., New York 


A PARADE OF RINGS 


@ The large sapphire in the ring at 
the top ‘of the center column is en- 
hanced by six fancy cut diamonds. 


@ The ring next below has a striking 
theme—two identical emeralds sep- 
arated by a channel of baguette 
diamonds. 


@ Fourteen baguette diamonds 
flare geometrically from the fine 
emerald in the center ring. 


@ Cabochon sapphires give sus- 
tained color and round and ba- 
guette diamonds add brilliance to 
the streamlined jewel next shown. 


@ The star sapphire in the mag- 
nificent ring at the bottom weighs 
more than 40 carats. Diamonds and 
sapphires are set in the mounting. 
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@ The channel ring at the top, set 
with baguette diamonds, holds its 
fashionable popularity at the start 
of the current wedding season. 


@ Round diamonds, claw set, are 
employed in the favorite immedi- 
ately below. . This type of wedding 
ring is now in high regard. 


@ Round diamonds are also used in 
the third example, which is attrac- 
tively carved natural gold. 


@ There is a center band of chased 
platinum in the fourth wedding ring, 
which also shows carved yellow gold 
for contrast. 


@ The lowest ring is formed of two 
natural gold twists. It is not neces- 
sarily a wedding ring. 
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@ Jhe first ring in this column, set 
with a round diamond and six ba- 
guettes, is the most nearly '‘conven- 
tional’ of these engagement rings. 


® Alternating calibre emeralds and 
baguette diamonds enhance the set- 
ting of the hexagonal diamond. 


@ Three magnificent square-cut 
diamonds are set in the next ring. 


® Two brown diamonds combine 
effectively with fancy emeralds and 
white baguette diamonds in the 
next creation. 


@ The bride may vary the ring en- 
semble below by wearing one, two 
or three of the ‘'saw-tooth" rings, 
which are separate though usually 
worn as one. 
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STEP WHER F Ciba 


@ Twin square-cut sapphires are 
combined pleasingly with diamonds 
in the ring at the top of the series 
shown above. 


@ A strictly modern conception is 
the diagonally-set ruby and dia- 
mond cocktail ring, next below. 


@ The graceful jewel in the center 
pad features a pear-shaped emer- 
ald, and rows of round and baguette 
diamonds and rubies. 


@ The carved stone in the ring sec- 
ond from the bottom is chryso- 
phrase. The mounting is encrusted 
with melee. 


@ And the carved gem in the low- 
est ring in this row is a fine aqua- 
marine. 


Photos by Old Masters 


@ The cocktail rings presented 
above are some of the designers 
most pleasing results. The geo- 
metric ring at the top has five 
rubies flanked by diamonds. 


@ Next, an emerald and diamond 
glorification of the humble buckle. 


@ In the third cocktail ring, bands 
of round and baguette diamonds 
curve over and under two bars. 


@ Five terraces of round diamonds 
make the next ring very brilliant. 


@ Very modern is the gorgeous 
massive ring in the lower right. Nine 
canary diamonds, in three rows 
form the center, which is flanked by 
round and baguette diamonds on 
raised flanges. 














industry to which they may contribute. 





























them to be more or less incidental. 


most part the successes in all lines. 


not argue for greater sales. 


to five years of increased prosperity. 


Good Luck! 





fail to recognize the value of these contacts. 
facturers who have never met the principals of the concerns with whom they have 
been dealing for many years. If they have met, it has probably been at some formal 
function, where good form would taboo the discussion of business. 

A long, hard, two and a half weeks’ trip through the South, just completed, has 
been of infinite value to me. It was not difficult for one to sense the active, wide- 
awake and aggressive merchants. Then again, it was not difficult to recognize those 
who were inclined to operate along the lines of least resistance. 

It was interesting to note that the great majority of the jewelers called on had 
made money during last year. In fact, taken in a group, they seemed well pleased. 
They have now recouped some of their losses and with a few years of prosperity, 
they will be back again where they formerly were. Here’s hoping. 

The retail jewelers are realizing, as never before, that a retail store which cannot 
do its share of sales promotion work has something radically wrong with it. 

The increasing number of bids for the consumer dollar must, of necessity, reduce 
the unit price of the dollar to these various demands. 

People are inclined to buy what they are asked to buy. 
inclined to buy those things they are tempted to buy than those items which appear to 








= always has been, is and probably always will be my thought that manufacturers 
and wholesalers should get out among the retail trade and other branches of the 
industry for a personal close-up, an observation and discussion of things jewelry, 
watch or silver, in order to more closely understand local conditions, the problems of 
the individual jeweler or operator, and to better sense what is most needed in the 


Many principals of jewelry stores, wholesale houses and manufacturing concerns 


As a matter of fact, there are manu- 
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They are certainly more 


The great mass of intelligent, consistent and persistent advertisers represent for the 


The writer dislikes to inject a sour note into this page, but it might be interesting to 
note that in a pencil memorandum kept of 63 jewelers—nine wore scarf pins, 32 wore 
strap attachments, 19 wore solid gold attachments, 44 wore less expensive attachments, 
12 wore no wrist watch whatsoever, and 36 wore pearl cuff buttons on their shirts. 

Of course, so much has already been printed, written and spoken of the wearing of 
fine, modern jewelry by jewelers and their sales people, that it would seem as if any 
further discussion were boresome and of no value. 
feel that if the jewelers themselves will not adorn themselves with their wares, there 
must be, and there is, a psychological reaction on the purchasing public, which does 


I only mention the fact because I 


It was most interesting to note the marked improvement in window trimming, the 
number of brand new store fronts that have been installed. New fixtures, lighting 
equipment and decorations have all aided in making these stores modern and inviting. 

The sum total of my trip and observations of the economic trends would lead me 
to state that not only will more jewelry be sold in the next four years and especially 
by those who go aggressively after the business, but we will have approximately four 


Meith Kolhigl, 


Vice-President. 











THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1937 











NE 











For birthdays and anniversaries 
these PRACTICAL gifts of .... 


Xeal Oheabétg / 


A man wants two things in belt buckles, tie and collar 
clasps—good looks and real quality. Wadsworth acces- 
sories were created to satisfy these two demands... 
they’re practical gifts for men. Suggest them for birth- 
days and anniversaries. 

Notice the smartly engraved belt buckles . . . the grace- 
ful tie clasps . . . the beautiful non-slip collar clasps . . . 
real selling features! Remind your customers, too, that 
Wadsworth gifts for men come only in precious metals— 
hardened Sterling Silver and Natural Yellow Gold. 

The Wadsworth Watch Case Company, Incorporated, 
Dayton, Kentucky. Offices: New York, 20 W. 47th Street; 
San Francisco, 140 Geary Street; Chicago, 35 East Wacker 
Drive. 
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@ BUCKLES: Smart Sterling 
Silver belt buckles. Price to 
the consumer, $5.00; in 
Natural Yellow Gold Filled, 
$6.75. 


@ TIE-CLASPS: The newly 
designed Wadsworth tie-clasps 
are long and graceful. Price 
to the consumer, $1.50. 


@ COLLAR CIASPS: Wads- 
worth collar clasps incorpo- 
rate a patented non-slip fea- 
ture. Price to the consumer, 


$1.00. 


@ SETS: Matched buckles 
and tie-clasps may be ob- 
tained in fine satin-lined gift 
boxes. Price to the consumer, 
$6.50 a set; in Natural Yellow 
Gold Filled, $9.00 a set. 


WADSWORTH 








Better Trade Expected 


HE opening of the spring season 

finds the jewelry trade in a much 
more favorable position than has been 
the case for some time past. Opti- 
mism is again to be found in every 
branch of the industry and a real 
spirit of confidence again prevails. 

This condition speaks well for the 
future of the trade and despite the 
floods, industrial strikes and other up- 
setting conditions, prospects for bet- 
ter trade during 1937 are excellent. 
More people have jobs and many have 
more money to spend. 

A recent report from Washington, 
D. C., stated that the dollar volume 
of retail jewelry sales during January 
in five central and southwestern states 
ranged from 15 to 47 per cent ahead 
of 1936 according to a preliminary 
compilation by the Marketing Re- 
search Division of the Department 
of Commerce. 

Reports from other sections are 
also encouraging and taken as a 
whole, indications point to 1937 as 
a good jewelry year. 


o © 


Feld-Crawford Act 


HE New York State Court of 

Appeals on March 9 reversed its 
previous decision and sustained the 
Feld-Crawford Fair Trade Act as 
the law of the state. 

The United States Supreme Court 
had already upheld the Illinois and 
California fair trade acts which em- 
body price maintenance provisions. 
The decision in the New York State 
law is regarded as significant in that 
it clearly indicates the change that is 
taking place in the attitude of both 
legislators and producers toward 
stricter control of distribution. 

There is apparently a sharp change 
in the attitude regarding price main- 
tenance. For a long time there was 
little support for such legislation out- 
side of certain groups but today the 
picture has changed and more of 


these laws are becoming effective de- 
spite opposition from large distribu- 
tive groups. 

It is felt by the American Na- 
tional Retail Jewelers’ Association 
and by many in the manufacturing 
and wholesale branches of the indus- 
try that the action of the New York 
State Court of Appeals is a step in 
the right direction. 

It is to be hoped that it will have 
favorable effect in Washington, D. C., 
and result in prompt passage of the 
Tydings-Miller Bill now before Con- 
gress. Jewelers should urge its 
passage. 

The law does not affect goods that 
do not bear some brand or trade 
mark. 

This act stabilizes prices on all 
articles that bear the name or trade 
mark of the manufacturer and, when 
enforced, will eliminate one of the 
worst evils that exist in the retail 
jewelry business. 


o > 


Sell Quality Merchandise 


O you know what your customers 

actually want to buy or do you 

depend upon your ability to sell them 
what you have in stock ? 

If you follow the latter course you 
will find trade going to other stores 
because there is today a new attitude 
on the part of the purchasing public. 
The depression kept most people buy- 
ing only those things they needed but 
the return to better conditions has 
turned them to buying at least some 
of the things they want. It has, how- 
ever, made them careful of their pur- 
chases. 

‘There was a time before the depres- 
sion when a retail jeweler could suc- 
cessfully market a product by know- 
ing the value of that product, its use- 
fulness and its beauty and impressing 
these qualifications upon the prospec- 
tive purchaser, but that day is passed. 

We are living in a period when 
the buyer not the seller makes the de- 
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cision. ‘The successful jeweler knows 
that today he cannot tell his cys. 
tomer what he should buy. The 
jeweler must find out what the cys- 
tomer will buy and then try and dj- 
rect attention toward something that 
he can supply. 

The successful jeweler today must 
sell quality and style and must be for- 
ever on his toes to get his share of the 
consumer dollar. 


® 


Retail Census 


FEW months ago the National 

Jeweler published an article 
which tended to question the United 
States Census data relative to the 
number of jewelry stores in the 
United States, quoting the Depart- 
ment of Commerce as saying that the 
figure $5,000 was used as a basis for 
deciding whether or not a retail place 
manufacturing that amount or more 
should be classified as in the Manu- 
factures Census and left out of the 
Retail Census. 

A letter to ‘THE JEWELERS’ Cir- 
CULAR-KEYSTONE from the Depart- 
ment of Commerce in this connection 
says in part: 

“Tt is possible that the National 
Jeweler has misinterpreted some state- 
ment made regarding the use of the 
figure $5,000 as a base for deciding 
whether or not a manufacturing place 
should be covered in the Manufac- 
tures Census. “The National Jeweler 
is wrong in making the statement that 
‘Because of this arbitrary procedure 
nearly all of the big stores in the coun- 
try do not figure in the Retail Census 
at all.’ It is true that in those cases 
where a jewelry store is doing manu- 
facturing of more than $5,000 the 
manufacturing part of the business ° 
was covered by the Manufactures 
Census, but the retail store was in- 
cluded in the Retail Census * * *” 

In the interest of the trade at large 
we point this out so that there can be 
no misunderstanding on this point. 
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Increase Your Trophy Sales 


|F action is delayed much longer by a big majority of retail jewelers, the old story of “Going Going 
Gone” will be repeated so far as the trophy business is concerned in retail jewelry stores. 

While there are some retailers who go after this business aggressively and by proper handling 
develop a specialized type of store traffic which proves a big factor in selling results, there are many 
os who make little if any effort to gain or hold this business which logically belongs to the retail 
jeweler. 

There is money to be made in the trophy business, and manufacturers stand ready to be of 
assistance in developing this line of merchandising. A large stock of trophies is not necessary and 
no big investment is required. 

Other articles of silverware in addition to trophy cups make excellent awards for athletic events, 
and the added store traffic developed offers opportunity for sales of other lines of merchandise 
from the jeweler’s stock. 

Springtime is here again and with it comes the season for out-of-door sports. By making your 
Store trophy headquarters for your whole buying area you can greatly increase your acquaintance 
among sports loving people. 

Don’t forget that the more people you contact, the greater your circle of prospective custom- 
ers. Keep in touch with those who are interested in sports. Invite them to your store to see your 
, selection of trophies and show your interest in promoting local sporting events. 

The time is now! Do not delay getting after the trophy business. It offers additional sales 
and also is a means of getting some excellent publicity in connection with the sale of trophies. 
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BY 
EDWARD REYNOLDS 


Eighty-five carat diamond crystal, valued at $100,000, is less nearly octohedronal than 
the 15-carat crystals. The larger emerald cut weighs ten carats, is a deep orchid color 
and a rarity without price. The brilliant weighs 3.07 carats. Rough and cut diamonds, 
shown natural size, from Lazare Kaplan & Son, Inc., New York. ; $ 


Q.—What is the origin of the word “diamond”? 


A.—A corruption of the Greek and Latin adamas, 
which meant “the invincible’ and which the ancients 
applied to both hard metals and hard gems, the word first 
appeared in English literature as “diamaunde” in 1310. 
Di-mund was the correct pronunciation in the 16th and 
17th centuries. 


* 


Q.—What role have diamonds played in history? 


A.—Diamonds from Central India were known to the 
Romans as tools for engraving their intaglios and cameos 
in hard stones. From the opening of the famous old 
Indian deposits, which were almost the only source of 
diamonds until Brazilian stones were discovered in 1725, 
diamonds have roused the noblest and the basest passions 
of mankind, and no large and valuable diamond is with- 
out a romantic, often tragic, always exciting story. The 
Koh-i-Noor, “Mountain of Light,” now recut and set 
in Queen Mary’s crown, was prized and fought for in 
India since before the 14th century and Indian tradition 
says that it was found 4,000 or 5,000 years ago. How- 
ever, the recorded history of the oldest of the great dia- 
monds is brief compared with the geological history of 
diamonds, which dates back at least 60 million years. 


Me * 


Q.—What are its physical characteristics? 


A.—Pure carbon, diamond is the hardest of all minerals, 
ranking 10 in the Mohs scale of hardness, 140 times as 
hard as ruby or sapphire. Refraction (single, 2.417) is 
the highest of any gem stone and the dispersion is the 
highest of any colorless stone. Cleavage is verv perfect 
along four directions. Specific gravity ranges from 3.50 
to 3.52. Some diamonds are luminous in the dark after 
exposure to bright sunlight or rubbing. Diamond is more 
transparent to X-rays than other minerals and, being a 
good conductor of heat, it feels colder than glass. 


Q.—What is the appearance of the diamond in natured 


A.—The perfect diamond crystal is rare, it is an octo- 
hedron, i.e., two four-sided pyramids with a common base, | 
with each of the eight triangular faces equal in size, % 
Usually the edges and faces are rounded, and sometimes 7 
the crystal is elongated due to irregularities of growth so 
that it is difficult to determine the form. Some crystals | 
are clear, transparent and lustrous; others opaque and § 
leaden. * * | 


q 


Q.—In what shapes are diamonds cut? 


A.—Brilliant, the most common, has 58 facets, 33 in | 
the crown and 25 in the pavillion, so placed, in well-cut 7 
stones, that the maximum amount of light is reflected out 7 
from the back of the cut stone. Melee are usually single” 
cut, with eight facets on crown and eight on base, besides” 
a table and culet. Marquise, or navette, and pear-shape 7 
are modifications of the brilliant. ‘Moderne’ modifica-7 
tions of the brilliant, step cut and table cut include: Bagu-% 
ette, lozenge, square, triangle, kite, trapeze, pentagon, 
keystone, half moon, hexagon and window. j 

* * 


Q.—Where are diamonds produced? 


A.—South Africa, which has yielded diamonds worth’ 
more than $1,600,000,000 since diamonds were discovered | 
there in 1867 remains the largest producer of diamonds as 
to value. Since 1932 the Belgian Congo has been the? 
largest producer in terms of carats, but two-thirds of its” 
production is industrial stones. Other important pro 
ducers are the Gold Coast, where large quantities of] 
small stones and bort have been found since 1919; Angolaj 
Sierra Leone, where production has increased rapidly since 
1932 and South West Africa. Brazil, which was the! 
chief producer of diamonds for 150 years after 1725, an@ 
British Guiana are less important, and Tanganyika, India 
—whose mines have yielded little since 1725—Borneo 
Australia, Venezuela, French West Africa and Nigeria 
are unimportant sources. 
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ROPES, NECKLACES, RINGS 
EARRINGS, BROOCHES, STUDS 
SCARF PINS and BRACELETS 

MOUNTINGS IN PLATINUM OR GOLD 










Lustrous “Orienta” Pearls speak for themselves. 
Show them to your customers and reap the benefit of a good profit. 


(Fine Cultured Pearls from the Indies ) 


GY natanteed by- 


Ley. Christie & Co; 


65 NASSAU STREET ¢ NEW YORK 


CHICAGO—Pittsfield Bldg., Room 831 @ SAN FRANCISCO—1I50 Post St., Room 71! 











[., telling the story 
of jade we must view this remarkable material from the 


oriental rather than from the occidental angle. .We must 
think of it as the “Jewel of Heaven,” in fact we should 
visualize it less as a material and more as the embodiment 
of a culture, and approach the subject of jade not in an 
atmosphere of camel bells and eastern bazaars but rather 
with the philosophic calm which has inspired lovers of 
jade from the days of the legendary emperors whose names 
were first carved in it. 

But since the material in both senses of the word must 
claim our attention, let us look first at the two minerals 
which together make up that illusive group of materials 
known to us under the name of jade. Of these two min- 
erals, one is a massive variety of the rock-forming sub- 


Below—A modern dragon based 
on an early design. 








One of a series of studies 
Curator of Gems and Minerd 
the American Museum of Natural 
History, New York, Herbert P 
Whitlock. 


the possibility of veins and spots of the brilliant green 
color which may exist in their interiors. This green “im- 
perial jade” is in fact the prize in the lottery when the 
drab, uninteresting boulders are put up at auction and are 
bid for, sight unseen as far as the inside goes, by the 
Chinese jade carvers, each of whom may draw a prize or 
purchase a piece of white jadeite of relatively small value, 

The imperial green is not the only color to be found 
in the jadeite of Burma; patches of red in various shades 
and veins of yellow contrast with the pure white. The 
rarest of all the colors of Burmese jade is a mauve or 
light violet. There are three outstanding pieces of this 
lovely violet jade in the Drummond Collection, a small 
elephant carving, a ring and a Buddhist rosary of the con- 
ventional number of 108 beads. In nephrite the range of 


Below—The ring of the Zodiac. 





Photographs by American Museum of Natural History 


stance pyroxene, known as jadeite, and the second is a 
massive variety of the mineral amphibole called nephrite. 

Since there is an appreciable difference in relative 
weight between jadeite and nephrite, we are provided 
with an easy means of distinguishing them, even when 
elaborate carving would forbid the making of a slight 
scratch to assure us of the superior hardness of jadeite, 
compared with the less valuable nephrite. 

The best jadeite comes from the northwestern corner 
of Burma. Nephrite is found in certain provinces of 
China, in Tibet and also near Lake Baikal in Siberia. 
The Burmese jadeite is found in boulders, much eroded 
on their whitish exterior and seldom giving evidence of 


Above—An early form of dragon 
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color includes mostly greens, but greens of an entirely 
different quality from the emerald green of the Burmese 
jadeite. A common shade of green nephrite is an olive 
resembling spinach green and often given the name of 
that vegetable. As a somewhat homely example we have 
a typical rectangular “lock” intended to be worn around 
the necks of children even from the first birthday to insure 
them from the entering in of evil spirits. These locks 
usually carry an auspicious message, such as :—‘‘May good 
luck and prosperity attend this house.” 

A dark green jadeite from the Chinese province of 
Yunnan strongly resembles malachite in color but not in 

(Please turn to page 65) 
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Jade 


(From page 62) 


It was Lao Tsu who assembled the idea and ideals of 
the philosophers that preceded him into that strange 
combination of religion and philosophy known as Taoism. 


Ne texture or in hardness; in fact the appeal to the sense of — lee , - ; 
the touch which every Chinese knows and loves is enough Taoism was in fact a cosmic religion; it knew no human- 
P. to distinguish Yunnan jade from malachite. The green ized Gods, no finite concepts. It was in all probability 
color of nephrite is due to certain low oxides of iron. With the purest form ot nature worship that the world has 
long exposure to the influences of surface waters, as with a ever conceived, and its Gods were cosmic Gods—Heaven, 
piece that has been buried, the low iron oxide is changed Earth, the Four Winds and the Planets. 
toa higher one, altering the color from a green to a gamut The Chinese of Chou, Han and subsequent periods 
of reds, browns and ochers. This change of color in a down to about the fifteenth century of our era, worshiped 
piece of buried or “tomb”’ jade is only superficial and ex- the deity Heaven through the symbolic semblance of a 
tends hardly the thickness of a piece of paper below the jade disk perforated in the center. At first these jade 
surface. disks carried no decoration, but later inscriptions, figures 
Let us consider the scope of the period covered in our of dragons and a variety of other designs were carved 
review of old Chinese jade, a period roughly given as upon them. ‘The deity Earth was represented by a cube 
before 300 A.D. Back of this date the procession of the pierced from side to side by a hollow tube, whose diameter 
centuries extend far into that dim legendary era where almost exactly measured the side of the cube. The Chinese 


myths begin. ‘There are certain rough divisions along 
these cycles of the years, dynasties when various lines of 
emperors ruled in China; thus we speak of the Shang 
Dynasty which held sway prior to the eleventh century 
B.C., and the Chou Dynasty which followed it and was 
itself succeeded by the Han Dynasty about the begin- 
ning of the second century before our era. About the 
middle of the Chou period in the fifth and sixth centuries 
B.C., three remarkable men lived and taught. They 
were Confucius, Lao Hsu and Buddha. All three have 
a profound influence on Chinese thought and Chinese 
philosophy, although the teachings of Buddha became 
known to the Chinese fully five centuries after his death. 


explain this design in one of the old writings by saying 
that the earth was “round in the middle with four cor- 
ners.” Jade coverings representing the deity were often 
decorated with a highly conventionalized face of a tiger. 
The Tiger also represents one of the six Ritual Jades, 
standing for the deity of the West. Of course it was 
inevitable that a cosmically inclined philosophy should 
turn to the stars, and consequently that the Chinese 
should be astronomers. Among the antique jade objects 
that have found their way into most collections of old 
jade are certain disks, somewhat like those representing 
the deity Heaven, but with the outer edge notched in 
(Please turn to page 69) 
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Importer of Diamonds , Precious. Stones 
and Pearls 


ARTHUR H. KIRK PATRICK. inc. 
608 Fifth Ave. ea Cla 


TEL.BRYANT 9-1400 

















THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1937 












Getablished 1868 


Stern Bros. CF Se. 


ities: citi Mtissltisin: lt Dice 
630 SFeful Plrenue 


Sater ee Pruiilihien, & Rodebdller Center 
Phew York Cuty 


London, Audrey House- Sly Place Diamond Cutting (Works 
Antwerp, Sus de elionnn, 86 68 Hunters Point Ave., Long Seland City 














A. & J. Roselaar 


Diamond Cutters 
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AN MAEMORIAL RINGS 


Be REVIVED? 


By Lester B. Vernon 
non-Benshoff Co 


of the Ve- 














a people of every country 
crave things with meaning and associations, why not a 
revival of the memorial ring? 

Among people of means and fashion it was the prac- 
tice during the 17th and 18th centuries to have mourning 
or funeral rings made in memory of deceased members 
of the family. This was especially true in England and 
the continent, and to some extent the style spread to 
America. The fashion is said to have started with Charles 1, 
who while in prisen awaiting execution, secretly caused 
a number of rings to be made and given to intimate 
friends. Engraved inside the hoop were the words “Re- 
member me.” 

When a person of great prominence died it was not 
uncommon for the family to distribute a large number of 
memorial rings among the deceased’s intimate friends. 
Many of them are unrivaled examples of the goldsmith’s 
art, and though usually small, they are exquisitely 
wrought. Very commonly the mourning rings were 
enamelled either in black or white, the letic.s being in 
raised gold outside the hoop. 

Both morbid and ingenious were some variations of this 
period, in which two skeletons bent around the hoop hold- 
ing a tiny coffin, which formed the bezel. Sometimes the 
bezel contained a tiny skeleton of carved ivory or even 
two miniature skeletons, under a lid of crystal or finely 
polished glass. 

A later and more conservative style was to fashion 
the bezel in the nature of a locket, this being sometimes 
of gold, sometimes of rock crystal, and within this placing 
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Lester B. Vernon 














a lock of hair from the deceased person, a scrap of silk 
from a dress or some such personal token. 

During the eighteenth century it was not uncommon 
both in Europe and America for persons to make pro- 
vision in their wills for the distribution of memorial rings. 
Thus George Washington’s will contained provisions for 
several rings, stipulating the money to be spent and the 
persons who were to receive the tokens. In museums and 
private jewelry collections there may be found today 
many such rings made in memory of illustrious persons 
of a bygone generation. 

A more modern example of a memorial ring shown 
herewith is one in the possession of the Misses Lucy and 
Olive Moody, of Beaver, Pennsylvania. In was provided 
for in the will of the famous Matthew Stanley Quay, 
senator and political power of Pennsylvania of a genera- 
tion ago. This ring went to the late Samuel Moody, who 
had been a life-long intimate of the senator’s. It is made 
in the form of a signet ring, but the face on which the 
signet is engraved is a hinged lid, under which is a pic- 
ture of the late senator photographed on the gold. Inside 
the ring is engraved “M. S. Quay, May 25, 1904,” the 
date of the donor’s death. Mr. Moody wore the ring as 
a watch-charm up to the time of his death several years 
ago. 

The other memorial ring pictured on this page, a relic 
of the 18th century, now belongs to a Pittsburgh busi- 
ness man. It was among several pieces of jewelry sent 
to him from a Southern city by an unidentified person. 

This little ring was made in 1756 in memory of Eliza- 

(Please turn to page 70) 

















Certified Diamonds 


The 
Lazare Kaplan 








Certificate 


assures your pros- 
pect of the same 


This is to certify that the Diamond described below was cut and pol- 2 care and skill in at- 
ished with the same care and expert craftsmanship Lazare Kaplan & We ae : 
Son have used in processing of the Jonker Diamond, and that it has ze taining maximum 


the maximum everlasting brilliancy. . bri lliane y as was 
Mosmcis  atate Kaplan & Son, Ine used by Mr. Kaplan 
SOR HL ‘i in the cutting of the 
famous JONKER 
DIAMOND. 


LAZARE oe ans & SON INC. 


DIAMOND CUTTERS AND IMPORTERS 
64 FULTON STREET NEW YORK 


( \ 
Charles W. Sommer & Bro., inc 


Importers 


PEARLS 


PEARL NECKLACES 


FANCY CUT DIAMONDS 


EMERALDS * RUBIES * SAPPHIRES 
608 FIFTH AVENUE, NEW YORK CITY 


Ne ! y 
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Jade 
(From page 65) 


regular patterns and always in the same way. ‘There are 
three sets of notches each containing seven indentation 
and corresponding points. These jade pieces have some- 
times been described as astronomical instruments, although 
the method of their use is wrapped in mystery. It has 
been suggested that the seven notches which are always 
repeated three times, represent the Seven Governors :— 
the Sun, the Moon and the five Planets. What seems to 
be an actual astronomical instrument is a small flat piece 
of jade from the Drummond Collection. ‘This is shaped 
somewhat like a carpenter’s or mason’s square with one 
arm longer than the other, with a hole drilled near the 
outer right angle. When suspended from a thread passed 
through this hole the instrument balances with one arm 
lower than the other, and a sight taken along the ends 
of the arms will make with the horizon an angle equal 
to the latitude of North China. That is, if one were to 
suspend the jade piece in this way in the vicinity of 
Peiping, one would know at what height above the 
horizon to search for the North Star. 

This finding of the direction of true north was very 
important to the inhabitants of old China, because it 
was their custom to bury their dead with their bodies 
pointing north and south. 

Another Chinese burial custom involving carvings 
from jade is that which grew up in the Sung and Ming 
Dynasties (about the tenth to the sixteenth Centuries of 
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and 


y Cutters of 





our era). During this time it was judged important and 
proper to close every opening of the body of the dead 
with a carved amulet of jade. In the mouth it was cus- 
tomary to place a jade amulet in the form of a cicade, 
the insect that we call a locust—because these creatures 
appear to emerge from the ground fully formed much as 
the beetle after which the Egyptians modeled their 
scarabs. And just as the people of old Egypt symbolized 
the idea of immortality in the scarab, so did the people 
of China at a time when all Europe was engrossed i 
the Crusades ascribe to the cicada the symbol of immor- 
tality. 

Many designs have been used to enhance the beauty of 
the jade of China, and because such things are never lost 
or forgotten in the land of the flowering jade, but are 
passed on through the generations of artists, we encounter 
the same designs today in the shops of Canton, or Soo- 
chow. A dragon which appears in very primitive outline 
on a disk of Heaven dating back to Chou time, three 
milleniums ago, is the decorative ancestor of the one that 
grins at you from the shop window of a Fifth Avenue 
importer. And what wealth of design is to be found in 
a study of these highly stylized forms. 

A butterfly assumes disk like wings, his antennae 
branch and blossom into sprays of the immortal blooms, 
and his body becomes that of the Cicada, handed down 
from the tongue amulet of immortality. No one who 
has not explored this practically unknown field of crea- 
tive design is aware of the possibilities to be found in 
the jade designs of China. 
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Memorial Rings 
(From page 67) 


beth Hope, daughter of the Scottish Earl of Hopetoun, 
who in 1754 had become the wife of Henry, Ear] of 
Queensberry. ‘Three months after their marriage, history 
tells, her husband was killed by an explosion of a pistol 
when traveling to Scotland from London with his bride, 
and less than two years later, the Countess herself died, 
as the record says, of a broken heart. 

A black enamel band goes around the hoop of this 
ring, and gold letters over the enamel spell: “Countess of 
Drumlanrick obt (died) Apr. 1756 aet (aged): 20,” 
The bezel is made of two oval disks of crystal, the con- 
cave surfaces fitted together and the assemblage held in 
place by a thin flange of gold burnished around the edges 
and drawn into several tiny claws. Between these crystals 
is a lock of golden hair, presumably taken from the head 


| of the tragic young countess. 











Screen Stars Wear New Ring 
By Epwarp H. Sykes 


In the October issue of THe JEWELERS’ CIRCULAR- 
KEYSTONE it was suggested, in referring to the possibility 
of popularizing the memorial ring idea, that some of the 
scintillating screen stars in Hollywood might be persuaded 
to introduce such a fad. 

Of course they’re interested in getting before the pub- 
lic in a new and pleasing way. Harry R. Terhune, field 
editor, found this out the other day when he appeared on 
the Universal Pictures lot, not with a memorial ring but 
with a first cousin to the memorial ring, the new 
“Widow’s Mite” index ring. 

The ring, by the way, consists of a yellow gold band 
with a narrower white gold band superimposed upon it, 
the latter indicating a separation either by death or 
divorce. “They’re worn by women as well as men. 

Let’s have more interest on the part of Hollywood in 
jewelry and we'll gradually see more cash in the cash 
register ! 

200-Pound Jade Block Found in 
Ancient Mayan Pyramid 


The largest piece of jade ever found in the New World 
has been unearthed in a pyramid mound of the ancient 
Maya near Guatemala City, the Carnegie Institution of 
Washington announced late last month. It weighs nearly 
200 pounds, is roughly spherical and measures 16 inches 
in diameter. 

The jade had been built into the center of the stair- 
way, half way up one of the pyramids. Round, water- 
worn and dirty, it appeared only an uninteresting boulder 
until it was washed and its light green color was brought 
to light. 

‘We were astonished,” said Dr. A. V. Kidder, head of 
the institution’s archaeological staff, “for no piece of jade 
even remotely approaching this in size had ever been 
found in America before. Its burial was doubtless cere- 
monial.” 

Dr. Kidder and his associates began excavating the 
mound last year. Before the rainy season set in, he 
found that the mound contained four superimposed pyra- 
mids and four burial vaults, from which the archaeologists 
took a number of valuable objects. 
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Marriage Statistics 
(From page 53) 

was second in 21 widely scattered cities, and third in five 
cities. 
September ranked second in eight and third in 19 cities. 
October was second in Hartford and third in seven other 
cities. Noyember was second in five cities and third in a 
like number of places. 

Christmas trade is not December’s only big merchandis- 
ing event for jewelers in some cities, for in 1936 that 
month had more weddings than any of the other months 
in Fort Worth, Memphis, and Oklahoma City. Besides 
that, it was the second ranking wedding month in Atlanta, 
Birmingham, Dallas, Flint, Houston, Kansas City, Mo., 
San Antonio, and Washington, D. C. 

‘The other winter months are wedding favorites in none 
of the cities from which figures were obtained, and May 
is the only spring month to receive honorable mention, 
ranking second in Toledo, O., and third in Hartford, 
Minneapolis, Philadelphia and Pittsburgh. 

If any month is unblest by Cupid it is March, which 
has the least nuptial popularity in 31 of the 50 cities. 
January is least popular in Dallas, Fort Worth, Houston, 
Kansas City, Louisville, New Haven and Omaha; Febru- 
ary has the same status in Akron, Boston, Detroit, Flint, 
Grand Rapids, Indianapolis, Minneapolis, New York. 
Providence, St. Paul and San Antonio, and December 
has the fewest marriages in Youngstown. 

April is distinguished by the fact that it is neither first, 
second nor third in popularity in any of the 50 cities, nor, 
on the other hand, poorest in any of them. It is the 
only month not found somewhere at one extreme or the 


other. 

The table on page 53 will offer retail jewelers and 
the manufacturing, importing and wholesale trades a clear 
idea of the proportion of marriages, month by month, in 
the largest population centers of the nation. A study of 
the table will indicate that wedding sales propaganda 
should be most strongly emphasized from May through 
October, but that wedding time is all the time. 


1937 Jewelry Styles 
(From page 51) 


her tailored suit. Upon investigation they turned out to 
be twin brooches. 

Watches have never been more amusing. How any- 
body resists the temptation to buy a new one, I don’t 
know. A woman would never balk at a complete hat 
wardrobe each Spring. 

Why not a new Spring jewel wardrobe? Why not 
a window display of novelties for Spring. Gloves are 
selling at $20, $25 per pair, to go with hats at $30 and 
$40. Fifty dollars will buy a very attractive watch. 

We are using the bill clip watch for a suit watch wear- 
ing it clipped into the lapel or the pocket. Hair is growing 
longer. We need hair pins and even before we finish, hat 
pins will be back. 

Englishmen are wearing diamond and platinum brace 
buckles. Watches are worn with evening waistcoats. 
Can’t you see the columns for men’s wear popping up in 
new places every week ? 

(Please turn to page 72) 
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1937 Jewelry Styles 
(From page 71) 


Notice the scarf pins in these columns. There are very 
new and interesting sleeve buttons, tie clasps, collar pins 
for daytime, coming from the manufacturers. 

Why, if a man wears one tail suit all winter, shouldn't 
he sport six or seven sets of beautiful evening jewelry? 

Don’t forget the King with his one button evening 
shirt and his elegant diamond stud. 

Bowknots, butterflies, flowers vie with sophisticated 
modern designs and there is no rhyme or reason to this 
Spring. And why should there be—after all, it’s Spring! 

’xtravagant—gay—pretty—frivolous is the fashion of 
Spring, 1937. And in this mood, in these clothes, there 
will be need of new bright, colorful jewels. 

Your idea about them is as good as another’s for all 
the rules of conservative dressing for afternoon and eve- 
ning have “Gone with the Wind.” 

I’ncourage your clients to buy individual pieces—this js 
the next movement in the world of personal decoration, It 
means increased luxury business.and should be encouraged, 








Public Snaps Up Jewelry and Ceramic Souvenirs of 
Edward’s Withered Coronation; Manufacturers 
Find “Calamity” Turned Into Fortune 


LoNpoN—The demand coming from various parts of 
the world for Edward VIII souvenir jewelry now prom- 
ises to soften the blow dealt the jewelry industry by 
Edward’s abdication in light of the amount of jewelry 
pieces that had been turned out for the original Corona- 
tion celebrations. 

Losses amounting to many hundreds of thousands of 
dollars had seemed inevitable. ‘The National Jewelers’ 
Association says that jewelers throughout the country now 
report inquiries for the Edward jewelry which apparently 
is sought for its souvenir value. Hall mark and date 
mark on silver, especially, reflect the period in which the 
articles were made. It is believed these specially made 
goods will have considerable value in the future. 

Similar reports are coming through from Manchester 
and Birmingham in connection with china and porcelain 
ware specially turned out by the million pieces for the 
Edward Coronation. Much of it is being bought by col- 
lectors and souvenir enthusiasts. Orders are being re- 
ceived even from abroad. Both the ceramic and the jewel- 
ry centers are now at work on new pieces for the George 
and Elizabeth Coronation celebrations. The glass people, 
to a lesser extent, also are turning out newly engraved 
pieces. 

Birmingham manufacturers are more optimistic now 
than they have been for a long time. ‘Their reaction to 
the abdication bombshell was a feeling that the bottom 
had dropped out of their world. Now it is realized that 
their great stock of Eward Coronation goods will not be- 
come just scrap, but will find a market both at home and 
abroad, mostly on sentimental grounds. Medallists also 
see in the growing demand for mementoes of “the king 
who was never crowned” the turning of a calamity into 
solid business. Dies and tools bearing the portraits of the 
new king and queen have already been made for the manv- 
facture of new commemorative medals. 
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New Store Fronts A recent survey of 143 jewelry stores by the Depart- 
(From page 47) ment of Commerce revealed 40 to 50 per cent warranted 
There are many problems in connection with the ar- improvement in exterior and interior appearance, and out- 
side signs, while 30 to 37 per cent needed renovation of 


gement of a store front which the jeweler working . 
show windows and entrances. 


ran 








Manufacturers Sell More Jewelry Directly to Retailers 





Manufacturers of jewelry made 40.4 per cent of their 
sales to retailers of all types, including chain stores and 
36.8 per cent to wholesalers and jobbers, according to the 
latest available figures released by William L. Austin, 
director of the Bureau of the Census, in another Business 
Census report on the Distribution of Manufacturers’ 
Sales. 

When the distribution methods used by this industry in 
1935 are compared with those used in 1929, the most 
recent year for which comparable data are available, a 
significant change is apparent. There has been an increase 
in the proportion of distributed sales made directly to 
retailers (37.1 per cent in 1929), and through manufac- 
turers’ own wholesale branches (3.5 per cent in 1929 
| and 4.6 per cent in 1935). These increases have been 
| accompanied by decreases in the proportion of sales made 
ij through wholesalers and jobbers (41.3 per cent in 1929 

and 37.4 per cent in 1935) and direct to industrial users 
(10.2 per cent in 1929 and 9.4 per cent in 1935). There 












































Store front referred to on page 47. 


alone is apt to entirely miss so that no jeweler, unless he has been no significant change in the proportion of sales 
is a trained architect, could give such a matter the careful made to household consumers either direct or through 
attention it needs. manufacturers’ own retail stores. 
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TONE S— up to the minute in Style, Quality and Price. 
Direct from the Stone Markets of the World. 


T O C K — The most Comprehensive in America. 
ERVICE— Keyed up to take care of usual and unusual 


requirements, promptly and efficiently. 


IMPORTERS OF evceiae 
DIAMONDS... PEARLS . . . PRECIOUS STONE 
STAR SAPPHIRES .. . ZIRCONS. .. CULTURED PEARLS 
SPONSORS OF . “irusfond>........ The Perfect BIRTH STONE 
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A 
GEM MUSEUM 


by ALVIN SOUTHWORTH 


F irst curiosity, then fascination, 
then “desire to own” have resulted on a big scale from 
Barclay & Sons’ presentation of precious and semi-precious 
stones in their new store at 2912 Washington Ave., New- 
port News, Va. An analysis of the 60-year-old firm’s 
business last year shows that 75 per cent more fine colored 
gems, including sapphires, emeralds, opals and zircons 
were sold than during 1935, through popularizing real 
knowledge of gems. 

Chiefly responsible for the spurt in customers’ interest 
in gems are: (1) A show case in the front of the store in 
which rough gem material is shown side by side with cut, 
mounted jewels; (2) a “laboratory” in a separate room at 
the rear of the store, fitted with gem-testing apparatus, 
and (3) George C. Barclay’s qualification to discuss the 
facts, fancies and frauds of gems as a registered jeweler 
and a certified gemologist. 

Describing the sales effectiveness of the ‘““gem museum,” 
Mr. Barclay says: 

“To arouse curiosity and motivate questions, we have 
placed prominently in the front of the store, a case in 
which is housed a collection of rough gem crystals, ac- 
companied by a cut stone of each variety and a mounted 
stone. Each specimen is mounted on a mahogany block 











@ A stone-set ring accom. 

panies each rough gem 

crystal shown in the display 
case at the left. 


Y 7 . 
x 


@ Notice the prominence 

given “‘gemologists” in the 

facade of Barclay & Sons’ 

new store. Inset, George 
c Barclay. 


with the cut gem along side, and each specimen bears a 
label telling what it is and where it came from. 

“This has proven one of the most interesting and profit- 
able features in our store, for customers amuse themselves 
at this case while waiting to be served. School children 
come in and are full of questions. Grown-ups seeing it 
ask questions which gives us a splendid opportunity to go 
into the story of gems. These visitors invariably return 
bringing others to see it and hear the story. Through this 
medium requests are repeatedly made for me to appear 
before clubs, civic groups and other organizations, to talk 
about gems. This has a two-fold return. We meet 
people personally and our addresses are always mentioned 
in the local papers. 

“Our diamond and gem room is separate from the main 
store; located in the rear and is fitted with scientific in- 
struments such as specific gravity balance, diamond bal- 
ance, microscope refractometer, stone illuminator, chart 
illuminator, models of the famous diamonds, a collection 
of different stones and cuts and text books. All of this 
adds tremendously to the effect on the customer. Man 
is naturally curious and such things arouse curiosity and 
provoke questions which we are able to answer profession- 
ally, intelligently and understandably. The reaction 


(Please turn to page 81) 
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Key to Credit Profit 
(From page 49) 


ous things might happen which could make it difficult for 
them to pay you regularly. If you discourage a careless 
attitude right from the beginning a customer will not be 
so apt to neglect his account for a casual reason. 

[f a previous account in your store or another showed 
a “slow pay” record or if the credit was doubtful for 
some other reason, you should not allow any grace at 
all. Let such a customer know right at the start that you 
expect your terms to be met. Follow him up at once 
with notices or telephone calls. If you handle it in a 
routine fashion it might run along for more than a 
month. At the time you OK’d the credit you thought it 
a collectible risk. You probably expected it to be slow. 
But if it shows from the beginning that there is no serious 
intention to meet the terms you might as well have a 
showdown at once, and if necessary call for your mer- 
chandise. 


HANDLING “SLOW PAY” ACCOUNTS 


There are some people who will persist in paying less 
than the agreed terms although they may pay with fair 
regularity. If they average three payments out of four, 
about all you can do is to send them a tactful letter or 
talk to them when in the store. If several such attempts 
do not correct the condition don’t aggravate it. The 
point is that such an account represents good profitable 
business. If you get too exacting and insist on your full 
terms you probably will not get them anyway and you 
will incur the ill-will of the customer. However, a 
statement now and then is in order and the account 
should be watched to make sure it does not get worse. 

Accounts which pay only about half of the regular 
terms should be handled differently. You should con- 
tact the customer personally in the store or on the tele- 
phone and explain that at such a rate the account will 
run far beyond the time you allow. Question him to 
learn if some temporary difficulty is preventing him from 
meeting the full terms. If such is the case you can 
arrange short terms for a definite period to be followed 
by regular or increased terms after that. If you feel the 
customer is simply careless, tell him that your bank wil] 
not permit you to carry his account any further and that 
you will be forced to take ‘collection action” against him. 
You will usually be able to convince him that he is hurt- 
ing only himself by disregarding his terms. 

Neither of the above types of “slow pay” accounts is 
as troublesome as those on which the payments are infre- 
quent and irregular. A person who pays something each 
week or several weeks in each month at least shows some 
intention of completing his account. But the customer 
who ignores your notices is the one on whom you have 
to concentrate. When you discover such accounts it is 
well to keep the cards in a separate file. Use the tele- 
Phone, a telegram, a personal call—and do it without 
delay. Your main object is to impress upon these cus- 

tomers that you mean business, and that you have the 
necessary legal means at your command to enforce settle- 
ment. Prompt action is as important here as strong action. 

There are any number of tvpes of cases that come up 
which cannot be classified. There will be accounts which 
will have to be written to regularly in order to secure any 

(Please turn to page 79) 
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*Style No. 2-144 
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fine pearl neck- 
lace, whether it be oriental, 
cultured or simulated de- 
serves a beautiful diamond 
SCHICKSNAP. These lovely 
diamond clasps play a 
stellar role in your necklace 
sales. Feature them now. 


* 
ye * 
Diamond SCHICKSNAPS 


are priced to retail from 
$5.50 to $250.00 


Send for an assortment 


Harry C. 
SCHICK 


NEWARK, NEW JERSEY 
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Pen Knives... Brooches... Bracelets... 


Link Buttons...Scarf Pins...Crucifixes 
Waldemars 
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NOTE THESE FEATURES 
With clasp closed, pressure on 
knob releases ratchet - slide, 
permittina buckle to open. No 
nail prying! 






} Note size of 








HOLD. Clasp 
is fine quality! 









Patent 
Pending 





No nail operation (opens with press of flat 
of finger)! Adjustable! Almost breakproof! 


AVAILABLE ON J-B BANDS 


Deter clasp protects watches, fingers and —— It protects 
watches ecoene once locked, it stays locked. It protects fingers 
because it opens with a press of the flat of the finger, not by prying 
with the finger-nail. And it protects pocketbooks because it is extra 
strong—giving trouble-free service for years. 


Available on J-B Bands—fine bands. You'll like every detail of them. 


See J-B Bands with this new clasp now. Made in |/20-12 Kt. Gold 
Filled and 1/40-10 Kt. R.G.P. Both have non-corrosive base. 


Sold through wholesalers. If your wholesaler does not carry them, 
write us for name of one who does. 


J-B BANDS 


JACOBY-BENDER, Inc., 64 Wooster St., N.Y.C. 


Middle West: William Bart, 29 E. Madison St., Chicago 
Pacific Coast: D. Diamond, 220 West 5th St., Los Angeles 























































"FOB DROP" 
Rolled Gold Plate Watch 
with Dome Crystal Suspend- 
ed in Fob Style by Tubular 
Leather Cord. Blue, Black, Green, Red. 
7%, Ligne. 7%, Ligne. 


DISTINCTIVE ; DEPENDABLE 


“Timepieces That Satisfy” 


“Leather Clip Watch" 
A Leather Covered Diamond 
Shaped Watch with Clip to 
Fasten Anywhere in Beige, 





"Swingtime™ 
A Revolving Crystal Ball Watch Sus- 
pended by Chains from Modernistic 
Fob Pin in Sterling or Rolled Gold 
Plate. 





“Ball Watch" 
A Crystal Ball Watch with Dome 
Crystals on front and back in Sterling 
or Rolled Gold Plate. 
734 or 83% Ligne. 


LOUIS WATCH Co, INc. 


580 Fifth Avenue New York, N. Y. 


734, Ligne. 
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Key to Credit Profit 
(From page 77) 


reasonably satisfactory payments. ‘There will be others 
which will strongly resent any notice from you but will 
take advantage of your desire to please by paying spas- 
modically. All these and other cases require good judg- 
ment. You have to know when to coax and when to 
threaten; when to grant an extension and when to refuse 
one; when you have crossed the line that divides a desir- 
able from an undesirable account and your collection prob- 
lem has crowded all thought of future sales out of your 
mind. 

The foregoing are a few of the main considerations in 
collection work. It is well to add that all so-called “bad” 
accounts were at one time good accounts, at least in the 
eyes of the man who OK’d them. He may have been 
mistaken in his original judgment, or unforeseen diffi- 
culties may have prevented payment, or poorly conceived 
collection procedure may have permitted the account to 
drag, and, go from bad to worse. If the habit is formed 
of basing collection action on a realistic view of the facts 
in the case and not on your hopes or the customer’s hopes, 
you will spare yourself many a collection headache. 


Rhode Island Manufacturing Jewelry Concerns Accept 
30 Cents an Hour Minimum Wage 


ProvipENCE, R. I.—The first month’s experiences by 
the local manufacturing jewelry industry under the labor 
regulations which became effective March 1, concerning 
minimum wages for women and minors, indicate that there 
were numerous misunderstandings and these are being cor- 
rected as rapidly as Director Thomas McMahon of the 
State Labor Department and his assistants can adjust 
them. “In general the concerns in the industry indicated 
willingness to accept the new 30 cents an hour minimum 
wage ruling, together with other regulations which be- 
came effective on March 1 ‘to curb price cutting competi- 
tion’,” Director McMahon stated in an interview. 

Mr. McMahon and Mrs. Louise Q. Blodgett, chief of 
the Division of Women and Children, state that periodic 
surveys and checks will be made to determine whether all 
firms are living up to the order. 

“Regarding the question of payment of the minimum,” 
they say, “it is now up to the worker to see that he gets 
at least that. Forms are being sent to every employee in 
the industry upon which they may make sworn payroll 
statements. During the survey that has already been 
made since the first of the month, division inspectors 
found that many of the establishments had failed to post 
wage orders. Another source of confusion they reported 
was a belief by some employers that the order is virtually 
the same as the NRA code for the industry. This is a 
mistaken idea, for the new order is more inclusive than 
the NRA code because it takes in the manufacturers of 
such articles as watch cases and mechanical pencils.” 

“There was considerable confusion as to the status of 
apprentices, errand boys and office workers,” Director 
McMahon said. “The order includes apprentices, but 
not errand boys and office workers. The general attitude 
of the older and better known firms has been that the 


’ 99 


order is a ‘good thing for the industry’. 
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| WEDDING RINGS 


“The Rosary,” symbol of devotion. Other 
designs available, with or without diamonds. 
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Styled by Moore — 





Attractive [)isplay 


ConsisTING of the above showcard, ring 
tray, newspaper mats and descriptive booklets 


furnished with minimum order of six rings. 


Rosary Design Wedding Rings are made in 14 Kt. 
and 18 Kt. Yellow or White Gold and 10%, Iridium 
Platinum. Other designs available with or without 


Diamonds. Patents Pending. 


Send for descriptive literature 


Mooke & SON INC. 


COURT & HALSEY STREETS 
NEWARK, N. J. 
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NEW CLOCK 
by CHELSEA 


The VANDERBILT — A Desk Clock 
with Ship's Bell Strike 


Chelsea's latest clock, the VANDERBILT, 
will be advertised in the May issue of 
"Fortune". A distinctive desk clock with 
ship's bell strike, it has already found a 
responsive market—not only in seaport 
cities, but throughout the country. It is 
a good model to have in stock for the 
Spring season. Dial diameter 334”; 
height (including handles) 6!/,”; diameter 
of base, 534”..... Write for details, or 
let us send you our catalogue. Chelsea 
Clock Company, 288 Everett Avenue, 
Chelsea, Massachusetts. 


x * * 


“AMERICAN SILVERSMITHS 
AND THEIR MARKS, Jj” 


by Stephen G. C. Ensko 


$1.00 the copy 


The reference book on American 
-Silver from 1650-1850, containing 
numerous illustrations of impor- 


tant pieces and 2675 makers’ marks. 


ROBERT 


ENSKO 


INCORPORATED 


682 LEXINGTON AVE, NEW YORK 
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A POWDER LADLE 





SOMETHING NEW! 





ACTUAL SIZE 








PATENT DES. NO. 100,770 


Made of Sterling Silver, packed in a velvet 
lined display box to retail at 50 cents each. 
This ladle is made in miniature size to fill a 
Compact. The bowl of the ladle is designed to 
get all the powder without waste. 


An attractive display card with each initial 
order. 


= 
CHARLES GRABHORN 
Manufecturer of 
GOLD and SILVER NOVELTIES 
4-6 WASHINGTON PLACE 
Neer Broadway 


NEW YORK 
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He Opened a Gem Museum 
(From page 74) 


places our customer in a frame of mind to possess a gem. 
We are able to point out the romance, beauty and de- 
sirability of fine gems, not just stones. So often, sooner or 
later, a sale is made and a customer thoroughly satisfied.” 

Mr. Barclay’s father, Charles Barclay, was trained as 
a jeweler and watchmaker in Scotland. Coming to 


America when still a young man, in 1878 he migrated 
along with others who had been lured by the search for 
gold to the Black Hills of South Dakota. There he 
opened a jewelry factory and used the native gold in his 


product. 
“We boys were brought up in his shop and tutored by 





Forming Good Habits is the 
Foundation of Success 


One spends years learning how to make money, 
but never gives a thought to learn how to spend it 


Spending is done mostly on impulse. Don’t do 
thot. Form the habit of spending your money 
wisely 





One can spend considerable money buying o 
diamond and not get a Gem. Let us show you the 
difference between a diamond and a Diamond Gem. 
We are qualified, for we are Certified Gemologists 


It costs you nothing to get professional advice 
from us, and if you buy your diamond accordingly 
your money will be wisely spent 





Don’t be bewildered by price Quality is the 
factor that determines values. 


Barclay 
& Sons 


2912 WASHINGTON AVE. 
Registered Jewelers and Certified Gemologists 


With a Background of Over 40 
Years of Satisfactory Service 


THE ONLY CERTIFIED GEMOLOGISTS IN THE CITY 





A recent ring advertisement used by Barclay & Sons 


him,” Mr. Barclay recounts. “In 1896 he moved his fac- 


tory and family to Newport News, and he retired from | 


the business in 1918. 


“Along about that time it became evident that the | 
jewelry business as a gorgeous profession was losing ground | 

















| 


and prestige; that jewelry stores were being looked upon | 
by the general public as just other mercantile establish- | 


ments. 
the industry of the fifty cents a week credit jeweler, the 
department store and the mail order house, whose spe- 
cialty was and is merchandising and advertising. This, in 
a way, gave them somewhat of an advantage, for with 
the thought abroad that the jeweler was simply a mer- 
chant and since the jeweler at large had failed to equip 
himself with the knowledge of merchandising and adver- 
tising he discovered great inroads being made in his vol- 
ume throughout the year. No one escaped—‘the rain fell 
upon the just and the unjust.’ 
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W. F.SALZMAN 


FOR 21 YEARS 


ACTIVELY & SUCCESSFULLY 
IDENTIFIED WITH 
THE WATCH INDUSTRY 
IS NOW ASSOCIATED 
WITH 


JAMES SCHULZ 


CREATOR & MANUFACTURER 


f 


oO 
Unusual Cases 
and 


Watch Movements 
15 WEST 47th Street 


NEW YORK CITY 


MR.SALZMAN WILL CON- 
TINUE TO CALL ON HIS 
MANY FRIENDS IN THE 
RETAIL JEWELRY TRADE 
THROUGHOUT THE EAST 


LOS ANGELES OFFICE 
FRED PALM 
220 WEST STH ST. 
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GOLD 
SILVER 
PLATINUM 









= 
NEWARK, N. J 
91-93 EAST KINNEY ST. 


We stand ready at all 
times to assist and ad- 
vise you in the handling 


and assure you prompt 
and honest returns for « 
your scrap gold, sweeps La 









THEIR ALLOYS 
AND SOLDERS 









5 SO. WABASH AVE. 





SEMI-PRECIOUS 
STONES 


| WIS eRey co. 
of precious metals..... i i yA Sy NOs ee | A a Lo) 1,4 7-42/8 




























48 W. 48th St. 















Expert Watch Repairing 


COOPER'S 


WATCHMAKERS AND JEWELERS 
TO THE TRADE 


Suite 902 New York 


























CHICAGO, ILL. oO Will clean with soap and water. 





WESTCO the QUALITY WATCH STRAP 


POPULARLY PRICED—OVER 70 ASSORTMENTS 
TO MEET EVERY REQUIREMENT 


See our New No. 850 "'ZAFLEX SPORT," a sturdy strap for Summer Wear, 
exclusive with us. Made in white, black and white, and brown and white. 
Order through your jobber. 


WESTERMAN MFG. CO. 336,0W. 2 &. 




























PREPARE AS A REGISTERED JEWELER 


Leading retailers in largest to smallest communities are 
now offering to customers—accurate, proven knowledge 
of their merchandise—better buying and selling methods 
—dgreater financial stability due to increased profits. 
Increase your business by this and the display service 
furnished when examination is passed permitting the 
use of the emblem below. 


Nat a ST 


SIGNIFIES A NATIONAL RECOGNITION OF YOUR IN- 
TEGRITY AND A GENERAL SCIENTIFIC KNOWLEDGE 


of diamonds, other gems, precious metals and jewelry. 





- Your customer against unethical 


merchants. 
Protects | your reputation. 


| Against expensive blunders. 


[National approval of your ethical 


a. 2 ‘ — 
our knowledge of merchandise. 
Proves Your diamond grading ability. 
Knowledge of economical mer- 
chandising. 
Self-confidence. 
e Outstanding position in commu- 
Builds nity. 


Customer confidence. 
i_.tncreased profits. 





Write today for descriptive pamphlet. 


THE AMERICAN GEM SOCIETY 
555 So. Alexandria Los Angeles, Calif. 
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He Opened a Gem Museum 
(From page 81) 


“We sensed this in its very early stages and immediate- 
ly took up the study of modern merchandising and adver- 
tising. Our thought was that this kind of competition 
could be fairly met and our merchandise kept up to the 
highest standard while meeting it. We had the advan- 











Interior of Barclay store, arrow shows location of gem museum. 


tage in that we knew all we could learn about the manu- 
facture of jewelry, silverware and watches, and when 
some few years ago an opportunity to acquire scientific 
and technical knowledge of gems afforded by the Gemo- 
| logical Institute of America, I immediately took advan- 
tage of it and after several years of intensive study, ac- 
quired my certificate as a certified gemologist. 


“During the time of taking this course, we grasped 
every opportunity to inform the public of the fact that 
we were preparing ourselves to qualify as gem experts. 
Since the certificate has been issued we have used the 
fact as a sales tool to sell fine gems. Not only diamonds, 
but the whole group of colored gems, and the result has 
been amazing both in volume sales and in good will.” 


Chicago Importer Finds Diamonds Have ‘Disappeared’ 
in German Market 

Diamond prices, Frederick M. Gottlieb, diamond im- 
porter of 55 E. Washington St., Chicago, finds, serve as 
a delicate barometer of socio-economic conditions. 

“Thus, in Germany, diamonds have disappeared—‘gone 
to earth’ as the twin threats of war and economic instabil- 
ity have forced anyone with means to convert into tangible 
values,” Mr. Gottlieb was quoted in the Chicago Journal 
of Commerce, upon his return from one of the two or 
more trips abroad he has made annually for many years. 

“The diamond, too, offers certain advantages in circum- 
venting the regulations barring exportation of capital. 
Paris is reported buying diamonds again for the first time 
since 1929—as a hedge against the franc, among other 
things. 

“With England, British India, France and America again 
buying preciousstones, diamond prices, depending onsize and 
quality, have moved up 10 to 20 per cent in the last sixty 
days, and another advance of up to 30 per cent may be 
predicted before the year is out in consequence of a mad 
scramble for the jewels. In Amsterdam there are now 
3500 diamond cutters working, compared with 500 a year 


ago.” 





Quality Products 


deserve representation in a 
Quality Magazine 


This publication prides itself in a number 
of features for which there can be no 
substitute. 


Q Quality Editorial Content. 
@ Full size pages for effective advertis- 
ing display. 

@A.B.C. guaranteed audited paid 


circulation. 





Names listed in the advertising index 
represent the “WHO’S WHO of 
the jewelry and allied trades.” 


THE 
JEWELERS’ CIRCULAR- 


KEYSTONE 
239 West 39th St., New York 


“4 Chilton @ Publication” 
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SPRING BRIDE MAGAZINES ACCLAIM 


Gorham’s New “King _€dwan 


STERLING! 


ORHAM’S new King Edward Sterling Pat. 
he tern is being acclaimed by leading stylists 
in important Spring Bride numbers of national 
magazines! House and Garden and House Beau. 
tiful show King Edward Sterling in attractive 
editorial features . . . photographed in use as 
table service for the spring bride! It’s singled 
out, too, for House Beautiful’s Model House 
display. And this is only a start! 

Full-page advertisements in all leading class 
and homemaking magazines give Gorham’s King 
Edward Sterling a circulation of over a million 
and a half in forthcoming spring issues! American 
Home! Harper’s Bazaar! House Beautiful! Town 
and Country! Vogue! House and Garden! 
Junior League Magazine! Brides’ Magazine! 

Remember, Gorham’s King Edward Sterling, 
together with other leading Gorham Sterling Pat- 
terns, is being advertised every month this season! 
Not just “hit or miss” occasional advertisements, 
but steady, sure-pulling copy every month!, 


Cash in on Gorham advertising and Gorham’s amaz- 
ing popularity this spring! Sell Gorham . . . satisfy cus- 
tomers . . . build present and future profits for yourself! 


The Gorham Co. 


Providence, R. I. 
Since 1831, America’s Leading Silversmiths 
17 Maiden Lane, New York City 


Merchandise Mart, Chicago, III. 
140 Geary Street, San Francisco, Cal. 














Gracefully desi, —to 
allow ample space for 
monogram on the back. 






Tea and Coffee Service in the new Gorham King 
Edward Pattern . . . the bridal gift par excellence. 
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All eyes are at once attracted to the Reed & Barton coffee set in Pointed Antique 
pattern, upon entering the dining room of the Modern House. Its simple, pleasing 
lines are in perfect harmony with the theme of the Modern House. 
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This restful corner in 
the bedroom of the 
Modern House provides a 
cheery place for morning 
coffee. The breakfast 
set, Washington pattern, 
is by R. Wallace & Sons 
Mfg. Co. One of the new, 
moderately priced clocks 
of the Seth Thomas 
Clock Co. is shown. This 
is the “Linnet” model, 
with a walnut case, black 
dial and burnished gold 
plate. 





The Bride’s House 


arranged for the fourth time by House 
Beautiful this year is really three houses: 
The Modern, The Traditional, and, for 
the sake of the city-dweller, the Two- 
room Apartment. This display of all that 
is beautiful and of proven merit in furn- 
ishings and decorations, has been ar- 
ranged in the Savoy Plaza Hotel, 11 E. 
58th St., New York City, where it is 
now open to the public for three months. 
The jeweler has had his part in making 
each of the three houses a place of de- 
light as will be seen by a perusal of these 
pages. Many of the American silver- 
ware houses of note are represented in 
the Bride’s House. 

Says the latest issue of House Beauti- 
ful: ‘We have chosen these styles be- 
cause they represent the choice of a 
majority of Americans. But we have not 
decorated the houses in any arbitrary 
fashion.” 

Color motion pictures of each of the 
houses have been made, to be shown 
in ten leading cities during the next few 
months. 





The living room of the two-room 

apartment shown above, is made 

more homelike by the after dinner 

service of International Silver in the 

Gadroon pattern. The lamps, crystal 

urns with silver mountings, are by 
Lightolier. 





This utility china closet in the two- 

room apartment holds china by 

Wedgwood; glass by Orrefors, and 

Community Plate by Oneida, Ltd. in 
the Georgian pattern. 








Both the urn and the candlesticks in the dining room of the 

Traditional house are the products of The Gorham Co. They 

are of the Paul Revere pattern. Limitations of black and wnite 
fail to express the beauty of this handsome room. 
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HOW OTHERS PROFIT 


N effective window promotion of 

silverware for the table was recently 
used by Donaven & Seamens Co., Los 
Angeles, when they presented a compre- 
hensive alignment of dinnerware mounted 
on panels, Across the back of the window 
a large and colorful panel-board was 
sloped. Individual panels in a contrast- 
ing color each held a dinner knife and 
fork, a salad fork and teaspoon. They 
were affixed in two rows, seven in a row, 
to the background panel, making fourteen 
patterns. The mass display thus arranged 
and properly lighted, received much at- 
tention. A sign read: “Add to or start 
your Sterling from Los Angeles’ widest 
selection.” 


H. O. P. 


Giving of prizes for table setting where 
they are most deserved featured the recent 
city-wide contests in tasteful and authentic 
table settings by A. M. Gunderson, jeweler 
of Tacoma, Wash. But most genuine sat- 
isfaction was felt in the award of the 
prizes, which went to the Girl Scouts, 
First Christian Church, and Day Nursery, 
through their gracious lady representa- 
tives. In every instance, the prize winners 
for the complicated arrangements to fea- 
ture special social occasions were given to 
those representatives of organizations de- 
voted to constructive civic upbuilding. In 
honoring such societies, the jeweler hon- 
ored his store by the choice of the prize- 
winners. Highly educational were the dis- 
plays of table settings and outlay of silver- 
ware for special purposes, and highly 
commended were the prize awards, in 
every case to a worthy local charitable or 
character-building organization. 


H. O. P. 


A “swap week” at Syman Bros. Jewelry 
Co., Denver, Colo., recently brought in a 
large stock of genuine antique jewelry, 
some of which was “traded even” for 
jewelry of more modern design, but most 
of which was used to make the down pay- 
ment on items of much greater value. 
Since all differences had to be paid in 
cash, the store stood no chance of losing 
money. Both the radio and newspapers 
were used for advertising. Three times 
during “swap week” a 50-word message 
was broadcast just before the popular 
“March of Time” program. Wording of 
the message was such that it would bring 
curious prospects to the store. Newspaper 


advertising went into both of Denver’s - 


largest dailies. About ten square inches 
were used twice the week in the display 
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section of both papers. Copy attracted 
attention by its caption, “Let’s Swap.” 


H. O. P. 


Remodelling old fashioned jewelry has 
been proving an effective leader for 
building trade for A. Isaacs, jeweler, 
Geary and Powell Sts., San Francisco. 
Mr. Isaacs used two small windows as his 
only means of promoting this idea to the 
public. In one of the windows were dis- 
played a line of rings, bracelets and ear 
rings showing what the modern manufac- 
turer is doing in recreating older styles of 
jewelry in modern adaptations. Gold, 
sterling silver, and the cameo were em- 
phasized in this window. A large placard 
expounded on the present favor of this 
type of jewelry. In the other window 
were shown some old fashioned pieces de- 
signed along the general lines of the new 
adaptations. The placard in this window 
read: “This is a Very Good Time to have 
your ‘Passe Jewelry’ Remodelled.” “Al- 
though there is not so much of this older 
type jewelry about as before the gold buy- 
ing,” states A. Isaacs, owner, “we man- 
aged to pick up a fairly good business in 
the remodelling, and it was a good leader 
for sales of new jewelry.” 


H. O. P. 


How to increase repair business among 
old patrons was recently the problem con- 
fronting the M. O’Keefe Jewelry Co., 
Denver, Colo. A novel and original direct 
by mail plan, conceived by Margaret 
O’Keefe, owner, brought a rush of busi- 
ness. Postal cards with the theme, “Doesn’t 
this get your goat”—a picture—were tied 
in with current political events to tickle 
the fancy of old patrons. Pictures were 
used throughout instead of the word, 
goat. The trick resulted in a rush of re- 
pair business. 


H. O. P. 


“When you walk into a jewelry store 
to buy a watch, you like to see a lot of 
them, don’t you?” The public answered 
that question with a decided affirmative 
during a sale at the Mace-Ryer Co., 1120 
Grand Ave., Kansas City, Mo. The win- 
dow and display counters in the store 
were filled with watches, stocks of jewelry 
and silver were kept as much as possible 
in the background. Advertising was con- 
servative, the art work featuring the bet- 
ter grade watches, emphasis being on the 
company’s reputation for quality and de- 
pendable service in the watch business— 
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HARRY R. TERHUNE 
Field Editor 


it is official watch inspector for all the 
railroads entering Kansas City. “We 
only ran three of these ads,” said William 
Mace, “but it proved to us that the public 
wants a higher type of advertising and 
demands a better quality of merchandise 
than it has been getting the past few 
years.” 


H. O. P. 


A most gorgeous mailing piece is the 
one going to brides from the store of 
Arthur A. Everts, Dallas, Tex. This is 
an Edgar A. Guest poem, titled, “Bride 
and Groom,” and reproduced by per- 
mission of the copyright owners. It is 
printed on heavy gold paper stock with 
black ink and with a red border, making 
a card which will not only be read, but 
treasured by the recipient for a long, 
long time to come. 


H. O. P. 


The attention factor is given to signs 
used by Gensler-Lee store in Los Angeles, 
Calif., through colorful pictures and 
photographs depicting examples of mer- 
chandise sold, photos of famous motion 
picture players, and other such items 
that dress up the printed word. Pictures 
are obtained by following women’s maga- 
zines, home magazines, etc., and clip- 
ping artwork that is applicable. Some ex- 
amples: A beautiful table setting is shown 
on a sign advertising silverware. A 
country estate gives a fresh touch to a 
price sign on another home item. The 
photos and pictures are mounted On a 
black card, usually at the extreme left 
hand corner. The. eye is led down to a 
consideration of price and article by a 
silver or gold line traced around the pic- 
ture and dropping down the card. Aver- 
age signs are approximately five by 
eight inches. 
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NEW YORK COURT OF 
APPEALS SUSTAINS 


VALIDITY OF 


FELD-CRAWFORD ACT 


By FELIX H. LEVY 


Former Special Assistant to the U. S. Attorney 
General and Counsel of American Nationa! 
Retail Jewelers Association 











the Jewelry Industry 


has every reason to acclaim the recent decision of the New 
York Court of Appeals, sustaining the valadity of the 
Feld-Crawford Fair-Trade or Anti-Price-Cutting Act. 

For more than 25 years past, the jewelry industry has 
strenuously opposed predatory price-cutting. 

In 1928, the National Wholesale Jewelers’ Associa- 
tion, at its Indianapolis convention, earnestly urged man- 
ufacturers in the Industry to use the limited powers then 
afforded by law, namely, their refusal to sell to price- 
cutters, as a step towards the repression of this obnoxious 
practice. Ever since that time, an outstanding opponent 
of price-cutting, has been Howard L. Carpenter, now 
the president of N.W.J.A. His forceful denunciations of 
this evil practice, have had a nation-wide audience, and 
must have had a wholesome effect upon the notable 
change in the attitude of Congress and many State Legis- 
latures upon this subject. In this activity, he has had the 
effective support of George A. Fernley, secretary of 
N.W.J.A. 

Similarly, A.N.R.J.A. has steadfastly contended against 
this evil, and in 1931 accomplished the important achieve- 
ment of obtaining the official support of the Federal Trade 
Commission against wholesale-retailing, an outstanding and 
pernicious example of price-cutting. This important activ- 
ity of A.N.R.J.A., was conducted under the direction of 
its president, William D. McNeil, its secretary, Charles 
T. Evans, and the chairman of its Legislative Commit- 
tee, Wilson Streeter. 

Throughout this period, and as far back as 1911, price- 
cutters have availed themselves in overflowing measure, 
of the decision of the U. S. Supreme Court in the Dr. 
Miles Medical Case, which declared contracts between 
a manufacturer and his customers establishing a resale 
price, to be a violation of the Sherman Anti-trust Law. 

The long effort to correct this situation by having 


Congress enact the Capper-Kelly Bill, was defeated as 
the direct result of the opposition presented by depart- 
ment stores, chain-stores and other similar price-cutting 
organizations. 

It has always been admitted that price-cutters are rela- 


tively few in number, while their opponents constitute 


the overwhelming majority; but the price-cutters have 
uniformily been of a highly organzied character, based 
upon their powerful financial resources, while the vast 
number of independent wholesalers and retailers have had 
little opportunity for proper organization and the conse- 
quent effective advocacy of their opposition. 

This was a strange situation in the face of the fact 
that this is the only country on earth which denied to a 
manufacturer the legal right to agree with his customers 
upon resale prices; and also in the face of the fact that 
foremost jurists, such as Mr. Justice Holmes and Mr. 
Justice Brandeis, have steadily advocated such right and, 
in doing so, effectively exposed the fallacy of the argu- 
ments advanced by the price-cutters. 

As was to be expected, this unreasonable situation is 
now in the full tide of reversal and correction, as shown 
by the conspicuous change in the attitude of the courts, 
of Congress and of the legislatures of many states. 

These States, including New York, have adopted acts 
which declare it to be lawful within each of such states, 
for manufacturers or distributors of trade-marked com- 
modities, to make contracts with their customers whereby 
the latter agree not to resell except at a stipulated price; 
and also to require their customers, in turn, to agree not 
to resell except at a stipulated price. These acts also con- 
tain the very important provision that all other dealers 

(Please turn to page 97) 
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MATCHED IN HOLLOWWARE 


Jy W kh XN &y sad a 
A New Watson Pattern 
that Bears Out the Watson Dealer Policy whe 


Dealers have praised the Watson policy . . .““No new patterns unless 
there is a reason for creating them!” After consideration of the public 
demand, after a careful check of the Watson line to be sure there is a 
need for it, we bring you JULIANA ~ a 1937 pattern that combines the 
simple with the ornate and rounds out the Watson Sterling line. 

We believe you— and the brides in your community — will like 
Juliana’s design. We believe you'll like its name — timely — associated 
with youth and romance the world over. We believe you Il thank 
Watson for waiting until this new pattern is needed to introduce it. 
Full details on sales helps and display accessories for Juliana may be had 
by writing The Watson Company, 347 Watson Park, Attleboro, Mass. 


Watcu ror tHis Futt Pace 
NOUNCEMENT of Juliana in current issues 


of Vocus, House anp Garpen, House 
Beautirut, AtLantic MontHiy and a 3 2 hes ba eT in 
Brwes’ Macazine. 


BY TRE SILVERSMITHS WATSON PARK 
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*BRINGING DAYLIGHT INDOORS 


ie 


Photos courtesy Curtis Lighting Co. 


Before and after views of the Hardy & Hayes Co., Pittsburgh, Pa., where new lighting was installed. 


ANY established jewelers look askance at moderni- 
zation. They feel that they built their names not 
on fancy interiors, up-to-the-minute equipment, or spec- 
tacular methods of merchandising, but have: founded their 
reputations on long years of ethical dealirig, responsible 
service, and high principle. 
The “Before” view of the Hardy & Hayes jewelry 
store, Pittsburgh, Pa., typifies the “prestige” setting for- 


merly characteristic of the great jewelry houses of the 


United States. The strong, dignified curves of the 
Georgian display cases with their black marble bases, the 
Ionic capitols of the pillars, and the pendant crystal fix- 
tures for which even Benvenuto Cellini would have had 
a word of admiration, were chosen to create an aura of 
authenticity . . . and, at the time of their installation, the 
jewelers analyzed quite correctly the psychological effect 
these surroundings would have upon their customers. 

However, today, jewelers who are responsive to the 
subtly changing tenor of the Twentieth Century mind, 
have sensed that modern people give their faith more 
readily to establishments which they believe are managed 
by progressive individuals aware of the sound, scientific 
advancements of the day. 

Since a new lighting system has been installed in the 
Hardy & Hayes jewelry store, it presents an excellent 
argument in favor of the “permanent modern” style. By 
“permanent modern,” we mean, decoration that preserves 
all that is valuable and beautiful in the past in so far as 
it is compatible with the best modern standards of ef- 
ficiency and grace. 

The word efficiency frightens off many people who con- 
sider themselves art-lovers, because it sounds officious and 
utilitarian. However, this isa narrow-minded attitude. 

The sole sense appeal of jewelry is to the eye; there- 
fore illumination which reveals stones, designs and work- 
manship is of paramount importance, and, in so far as 
the jeweler’s business is to sell his goods, light which 
shows off these stones, designs and workmanship to best 
advantage is certainly desirable. A lighting system that 
performs those functions is considered an efficient one. 


Although the crystal chandeliers formerly used by 
Hardy & Hayes Co. were exquisite and costly—being 
priced at over $500 apiece—they were inappropriate as 
lighting fixtures. Notice the glare bursting from the 
light sources, beautifying the fixtures themselves but leay- 
ing the goods on display in comparative darkness. Also 
see the annoying reflections on the plate glass surfaces of 
the cases and windows. Under such inadequate illumina- 
tion, color “washes out,” detail becomes meaningless, and 
sparkle is almost obliterated. 

Because of their inefficiency therefore, the fixtures had 
to be discarded in the modernization, whereas the other 
equipment which had proved itself to be not only elegant 
but also functional, continued as part of the decorative 
scheme. 

The Hardy & Hayes installation—a direct-indirect 
lighting system—is of particular interest because it has 
been planned to solve the lighting problems peculiar to 
jewelry store interiors. 

Twenty-seven Curtis x-ray reflectors have been recessed 
into the ceiling using 200- or 150-watt lamps and are 
equipped with louvers which shield the eyes of customers 
and sales people from the blinding bare lamps. At the 
same time, the louvers direct light—like a spot light— 
upon the display cases beneath. The resulting case-illumi- 
nation achieves 40 to 50 foot candles of intensity. This, 
of course, eliminates all necessity for show case lamps 
and other awkward equipment such as counter lamps, etc. 

Eleven to twelve foot candles intensity of general il- 
lumination is derived from the indirect phase of the sys- 
tem. X-ray reflectors are hidden above the window cases. 
Light from these is thrown against the ceiling and thus 
diffused throughout the entire room, routing darkness and 
shadows which otherwise would detract from the open 
and ‘“‘above board” appearance of the interior. Further, 
indirect light does away with glare and creates restful 
seeing conditions for the eyes. 

This set of “Before” and “After” photographs tells a 
more powerful modernization story than any number of 
words. 
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NG... . than readers of any 
magazines 


HOW DO WE KNOW? 


Their customers told us so— 


Pedlar & Ryan—a leading New York advertising agency—made 
this investigation on July 8, 1935 in the jewelry department of 
John Wanamaker, New York. Every interview was taken—75 in 
all—from women buying jewelry—not just looking at it. The 
results from these interviews follow: 


SUMMARY OF INTERVIEWS 


Question No. 1: “What magazines do you yourself read 
regularly?” 


Question No. 2: “Of these magazines is there any one in 
whose advertising pages you have particular confidence?” 


Question 

No.1 No.2 
Good Housekeeping. . . . .. . 20 
Ladies Home Journal 
Saturday Evening Post 
Cosmopolitan ee ee 
DRCTee Ss. 6 oe me Hy eS « i 
Woman’s Home Companion . . . . Il 
National Geographic . ..... 9 


First 7 magazines only. Only magazines with a circulation of more 
than 250,000 were considered. This line of demarcation was set 
simply for the sake of simplicity. Details of the survey may be 
had upon request. 


Note: 93% of women interviewed read magazines. Make this in- 





vestigation in your store. You'll find that more women, who are 
buying, read Good Housekeeping than any other magazine. Dis- 
play Good Housekeeping merchandise in your store—and SELL. 


ood Housekeeping 


Everywoman’s Magazine 





THE CORONATION 
SPOON 


By JOSEPH DANFORTH-LITTLE 


The coronation of 
King George VI and Queen Elizabeth on May 12 next 
is of world-wide importance and serves to center particu- 
lar attention on the jewelry trade because of the crown 
jewels which will be used at that time. In this connec- 
tion the Coronation Spoon is of particular interest in 
the trade, 

In 1643 when Charles I began the ruthless destruc- 
tion of priceless treasures of gold and silver and con- 
verted them into money, the Coronation Spoon was one 
of the few pieces that escaped his attention and annihila- 
tion. It is made of silver-gilt and has been used in 
England for. over 600 years at the coronation ceremonies 
for an English monarch, when the sovereign is anointed. 
It is preserved among the regalia in the. Tower of London. 

This ancient anointing spoon, the finest and most ex- 
quisitely beautiful example of English mediaeval silver- 
smiths’ craftsmanship of the Twelfth Century and its 
decoration is most symbolic. It is priceless. In fact, 
it is the most valuable ancient English spoon in existence, 
and is unmarked. 

It has always occupied an important part of the cere- 
monial of anointing of the English Kings and Queens at 
the time of their coronation at Westminster Abbey. | 

The spoon dates from the latter part of the twelfth 
century. It is 1014 inches in length and weighs 3 ozs, 
8 dwts. As before mentioned, it is of silver-gilt with 
four pearls at the broadest part of the handle. The bowl 
is quite thin and is divided by a ridge through the middle 
from handle to tip into two parts wherein the holy oil is 
held, into which the Archbishop dips his fingers and then 
follows the anointing ceremony. 

The inside portion. of the bowl of the spoon has a 
beautiful Arabesque pattern engraved upon it, consist- 
ing of a foliated scroll with leaf-bearing boughs of trees. 
The work was done with a graving tool. 

At the coronation of King Charles in 1660, the bowl 
of the spoon was altered somewhat. The long tapering 
handle is divided into three sections and terminates in a 
plain flattened knop like a seal. This handle is most 
artistically wrought and full of symbolism. The four 
small pearls that stud it where it springs from the bowl, 
signify the story of the man in the gospel who, when he 


Se ee ee ge <i 


had found one pearl of great price went his way ; 
sold all that he had and bought it. q 
Also on the handle of the spoon above and below j is a 
section of green enamel—Hope’s color—of regenerated 
man—speaking of his longing for heaven which is ; 
symbolized by the long streak. of celestial blue enamé. 
reaching the jewel at the upper end. - 
The proceedings when King Charles I] was crowned 
were delayed on account of the absence of the anointing” 
spoon amongst other things, so one must note there 
an interesting sentiment in the history of the famous. 
spoon. : 
In addition to the spoon mentioned, there are vari¢ "4 
pieces of gold and silver plate which are used at the royal 
table, and ecclesiastical plate which. is used at the actual 
ceremony. The table plate consists chiefly of large gold, 
salt cellars, known as the Salts of State. -7 
Queen Elizabeth’s gold salt cellar, which is still in 
is about one foot in height. The State salt cellars are if 
the form of a castle, about two feet in height, whilst there” 
are also eleven gold salts known as St. George’s Salts, 
of which are used as table decorations at the coronati¢ 
banquet. ; 
Of the ecclesiastical plate used during the coronation, 
the oldest piece is the Ampulla, or Golden Eagle. 
golden eagle is hollowed to take the holy oil which # 
poured through the beak on to the anointing spoon. is 
spoon is over a thousand years old, and it is used by they 
Archbishop of Canterbury when he dips his fingers into 
the oil and makes a cross on the king’s head, breast, ¢ 
the palms of the hand during the ceremony. e | 
The pieces are borne in procession to the altar, where) 
they are handed to the Archbishop of Canterbury wht 
in turn, hands them to the Dean of Westminster, am 
it is the latter who deposits them on the altar. e 
ancient ceremony of anointing the new king with th 
holy oil from the Ampulla next takes place, and then tht 
heels of the king are touched with a pair of golden sp 
an emblem of knighthood. Then the State Sword 
handed to the king, who buckles it on to the accompafi- 
ment of the Archbishop’s blessing. Next, the king being” 
clothed by the Armilla and the Imperial Mantle, he 
handed the Orb by the Archbishop of Canterbury. 
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Housekeeping and Vogue, 
and is one of a series to 
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Promote 
MANCHESTER 
STERLING... 


advertised 


Increasing consumer acceptance for Manchester 
Sterling is rapidly developing. National advertising 
Ta C-ilifave mint wr ifele mola atelalaal-sii-1a Mallal-t1-1-laiiolaler 
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helping to establish “Manchester among fam 


ous names in Sterling. 


Current promotions af Manchester Sterling 
old -Malolaleliale Mt] oMal to ma-1aelder Biola fella -meolale| 
profits. Before you launch a promotion, 
investigate the Manchester proposiiion. 
Manchester Sterling promotions pio- 
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offers retail jewelers who can qualify, 
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tion enjoyed by department stores. 

Why not plan a Manchester Ster 
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THIS IS ONE 








OF 25 NEW TROPHIES 
FoR 1937 


THE "BLUE RIBBON" LINE 


+ Weidlich 


LEADERS ‘ A TROPHY 
FOR OVER FOR EVERY 
30 YEARS EVENT 








No. 4058 
THE “ALL AMERICAN" TROPHY 


INTERCHANGEABLE TRUE TO LIFE SPORT 
STATUETTE FIGURES TO COVER ALL THE MAJOR SPORTS 
ALSO 
LOVING CUPS (Many Beautiful Series)—SHIELDS 
ALL SPORT PEDESTALS—PLAQUES 
NEUTRAL ART FIGURES 
“BLUE RIBBON" TROPHIES ARE NOW SUPPLIED 
IN SILVER PLATE OR THE NEW BRIGHT 
SPARKLING GOLDEN BRONZE FINISH 


WRITE NOW FOR THE NEW 1937 CATALOG 


THE WEIDLICH BROS. MFG. CO. 


N. Y. SHOWROOMS FACTORY 


200 FIFTH AVE. BRIDGEPORT, CONN. 











Van Cott Urges All Branches of the Trade to 
Purchase World’s Fair Bonds 


“The purchase of $100,000 in debentures of the New 
York World’s Fair of 1939 is a matter of imperative se 
interest to every jewelry retailer, importer, Manufacture, 
and wholesaler, regardless of location or size,” said Key, 
neth I. Van Cott, general manager of Marcus & Co,, Nep 
York,. last week. Mr. Van Cott is chairman and Alfred 
Morrell is vice-chairman of the volunteer Jewelry Indy. 
try Committee distributing the Fair’s debentures, 

“The Fifth Avenue retail jewelers,” continued M, 
Van Cott, “purchased $24,400 of these debentures ani 
there was no difficulty at all in their understanding of th 
need to support the Fair. ‘The industry as a whole, jp. 
cluding the other branches, must do its share in finangj 
the exposition in order to entitle us to all the benefits yw 
expect therefrom. It has only been possible to obtain on 
promise for a subscription from a wholesaler, although 
dozens of wholesalers, importers and manufacturers hay 
been contacted. ‘This obligation is not only for the benef 
of the industry but is also a civic duty and there should lk 
750 individuals in the industry who are willing to invey 
$100 each to assure our part inthe Fair. The debenturs 
bear interest at the rate of 4 per cent and are to ber 
funded out of the general admissions at the Fair grounds, 

“Every effort is being extended to make a Fair that 
surpasses anything ever before attempted, and, as citizens 
of this metropolis, we should do our part. We have two 
considerations: First, to assure the financing of the fair in 
order that it may open April 30, 1939, on the scale 
planned, and second, to assure ourselves the privilege of 
requesting adequate representation of jewelry in the fash- 
ion displays. 

“We want the Fair because we know what a tremen- 
dous nation-wide stimulus it will give to jewelry sales, 
The Fair on the scale now planned will have 50,000,000 
admissions during its first six months. Of these, 15,000- 
000 are expected to be out-of-town visitors, who will visit 
the Fair two or three times each. More than half will be 
women. Any event which brings 7,500,000 women from 
48 states to America’s fashion center, New York, will 
create a demand for style merchandise from coast to coast 
for years thereafter. 

“Every jewelry man knows the importance of adequate 
representation of jewelry in fashion displays. If jewelry § 
does not get proper representation, the cost to the industry 
will be far more than the investment in debentures the 
committee is seeking.” 

Indorsing Mr. Van Cott’s statement, Mrs. June 
Hamilton Rhodes, well-known fashion counselor, said the 
great contribution of the coming Fair would be its edv- 
cational value to many women. 

Jewelry industry subscribers to the New York World's 
Fair bonds include: Tiffany & Co., $10,000; Black, Start 
& Frost-Gorham, Inc., Cartier, Inc., $5,000; Udall & 
Ballou, $2,000; Marcus & Co., $1,000; Alfred Morrell, 
$500; Gattle & Co., $300; Brand Chatillon Corp., Wil 
liam Wise & Son, Kenneth I. Van Cott, $200. 

Mr. Van Cott at 671 Fifth Avenue and Morrell at 
608 Fifth Avenue, urged every member of the trade who 
has the interest of the trade at heart, to communicate with 
them: First, with a view to helping in the financing 0 
the Fair; second, with regard to any suggestions as to the 
jewelry exhibit at the Fair. 
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Feld-Crawford Act 


fied merchandise—subject to negligible limitations—to 
























































to (From page 90) make contracts with their customers of the nature above 
within such state, even though not a party to such a explained. Pe a. 1. 
he Ney contract, are forbidden from knowingly selling at a price Insofar as these state laws are necessarily limited in | 
ive al different from such stipulated price. . their operation, to transactions which begin and end 
facture It was because of this latter provision that the New within each particular state, but are not effective in inter- 
id Key York Court of Appeals, in January, 1936, declared the state transactions, the lydings-Miller Bill now pending 
0., New New York Fair Trade Act to be unconstitutional. This in Congress will, when enacted, afford full relief. That 
Aled was a very confusing and disturbing situation, because bill declares that all transactions of the kind under con- 
Indus the courts of many other states had declared the similar sideration are lawful in interstate commerce, whenever 
acts of those states to be constitutional. It became they are lawful under the law of any given state. This 
ed Mr more confusing and disturbing when the United States means that where, for example, a Massachusetts manu- 
res ang Supreme Court, in December, 1936, likewise declared facturer makes a contract with New York customers in 
x of the such acts to be constitutional. accordance with the New York Fair Trade Law, the 
ole, in. Fortunately, this direct conflict between these eminent contract will be lawful, notwithstanding the fact that 
nancng courts, has now been fully harmonized, to the great dis- the merchandise will be transported in interstate com- fH | 
efits we comfiture of price-cutters. On March 9, 1937, the New merce. 
ain om York Court of Appeals declared its full acceptance of the There is every indication that the Tydings-Miller Bill Ht | 
though decision of the Supreme Court and reversed its own prior will shortly become a law. The result will be that in MW 
rs have decision by declaring the New York Fair Trade Act to all of the states which have enacted these laws, resale ) 
benef be constitutional. price contracts binding not only upon the parties to such 
ould be Thus, the leading state of the Union, has, by the contracts, but also upon all other dealers in such states, 
invest declaration of its legislature and of its highest court, will be fully lawful and effective not only in transactions 
entures taken its stand with the United States Supreme Court, within such states, but also in transactions which begin 
be re. and with the legislatures and the courts of many other in another state and end within such states. 
rounds, states, in firm and effective opposition to price-cutting. Taken in conjunction with the almost unanimous adop- 
ir that The strange anomaly whereby this country stood in sole tion by Congress in June, 1936, of the Patman Anti- 
‘itizens contrast to all other civilized countries, has thereby been Price Discrimination Act, the welcome fact thus emerges, 
ve two corrected. that the long and difficult warfare which the jewelry in- 
fair in The result now is, that in New York and in other dustry, in common with all other American industries, 
* scale states which have enacted similar laws, it is now legally has been waging —has now been crowned with high 
lege of permissible for manufacturers and distributors of identi- success. 
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43-47 West 23rd St., “ - New York City 


mitted upon request. 





Che Pairpnint Corporation, New Bedford, Mass. 





DARTMOUTH DESIGN 


Repeat orders for this beautiful Tea Service are proof of its popularity. Prices and illustrations sub- 





150 Post St., - - - San Franciseo 








Spode 
GEORGE VI CORONATION 


MUGS AND BEAKERS 


A collector’s edition, especially designed at the Spode 
pottery. Hand made and decorated in the traditional 
Spode manner with an underglaze print painted by 
hand in rich colors. The central panel was engraved 
from a photograph of the Royal Family in private life. 
We have been promised delivery May 10-15. Do not dis- 
appoint your customers— get your order in immediately. 
Mugs $12.00 per dozen + Beakers $12.00 per dozen 


ORDER TODAY 
Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 































Satin-Glo Aluminum SALAD BOWL 
— one of 7 pieces in the 


MOTHER'S DAY Assortment sy West Benp 


Take advantage of the seasonal sales opportunity during the period pre- 
ceding Mother’s Day by featuring Mother’s Day Assortment No. 4-90. The 
low price of these West Bend gift items provides volume sales. 


Pieces Number Article Dealer Cost 
2 G5310 Table Bowl ‘ 
2 G566 Drip Coffee Maker 1.30 
1 G5320 Salad Bowl 1.20 
1 G5182 Pitcher 1.00 
1 G542 Percolator 1.30 


Each sample order of 7 pieces contains: 
Mother’s Day greeting folder, with tasseled cord, for each item 
MOTHER’S DAY DISPLAY CARD 

DEALER'S COST -—$7.90 complete 

* Write for Mother’s Day Bulletin! 
WEST BEND ALUMINUM COMPANY 
Dept. 774 West Bend, Wisconsin 


West Bend Gittwane 


In the Beautiful New SATIN-GLO ALUMINUM 


and other handsome finishes 
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WATERFORD 
GLASS 


By 
Y. ZENISHEK 
of Zenishek Inc. 











\ 


T is one thing to try to sell a vase by the usual parrot 

repetition of “Isn’t it beautiful?” or “Isn’t it nice?” and 
it is quite another thing to sell such a vase by describing it 
by its pedigreed designation, such as “Waterford,” “Bo- 
hemian,” “Colonial” or whatever classification it comes 
under. I have much more confidence, buying a piece of 
glass from a salesman who knows without hesitation, the 
difference between pressed glass and cut glass. In the same 
way, your customers would rather buy from a salesperson 
who knows something of the background of the article he 
is selling, than from one who knows much less about it, 
even than the customer himself. 

It is not difficult to learn a few details. For example; 
on everyone’s lips nowadays is the expression Waterford 
glass. What is “Waterford glass?” Why is it called 
that? What are the distinguishing marks or decorations? 
Is it cut or pressed or engraved? 

In a few paragraphs we will try to make your sales 
talks more interesting and to make the purchase more 
valuable to your customer. 

Today, a knowledge of what you possess in the way of 
home decorations makes it imperative that you know the 
period style, the quality and the human effort put forth 
in creating the ornament with which they wish to beautify 
their homes. 

They want to know if they have a piece of blown 
glass, or lead glass or rock crystal and they want to be 
sure that when they say it is Waterford, they know what 
they are speaking about, and why it is what they claim 
of it. 

All this is not hazarding a guess. From my own 
experience, I am astonished at the questions my own cus- 
tomers ask me, such as, “Is this wood polished?” “Is 
this Rock Crystal?” “Is this Czecho glass?” “Is this 
Cameo or Cased, or hand polished?” and many more of 
daily occurrence. 

If you carry glassware at all, there will surely be 
among them some pieces of Waterford pattern. It per- 
tains to cutting originated in the City of Waterford, Ire- 
land, where glass was made in large quantities from about 
1729, with some interruptions to about 1851. There 
were many different cuttings during this long period, but 
only a few survived to this date as worthy designs, ac- 
ceptable to the discriminating taste of the American pub- 
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@ Classic center piece of 
lrish Waterford cutting, 
blown and hand>cut with 


square foot. 


lic. Upon the closing of the Waterford factories, the 
better liked cuttings were, and are now being reproduced 
by the English and Continental factories. 

The article illustrated herewith, belongs to this class. 
The American culture today decrees simplicity and grace. 
The bowl shown, has these qualities. The band of dia- 
mond cutting, with the long flutes, square foot, and the 
massiveness of the bowl, cannot be surpassed in beauty,. 
by any other design I know of. The piece is first blown to 
shape, the foot is cut to shape from an originally round 
foot, which requires precision and time. Such pieces with 
a round foot are cheaper as can readily be seen. So in 
selling articles like this bowl, the following points should 
he stressed : 

1. Massiveness of the bowl. The larger a blown piece 
is, the more expertness is required on the part of the 
blower. 

2. The band of diamond cutting all around takes con- 
siderable time. 

3. The flutes, though they might look simpler, take 
more time than the diamond band in cutting, since the 
surface must be smooth, requiring tedious effort on the 
part of the cutter and finisher, in order to show no ir- 
regularities. 

4. The square foot, which adds so much to the dis- 
tinction of the piece, must be squared from a much 
larger round foot. 

All these points being called to his attention, the cus- 
tomer will readily understand the price; will appreciate 

(Please turn to page 101) 
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a Clover Leaf Monograms 4 


































On Selected Glassware 


Your customers may select from a 
500-piece assortment, the largest in 
America, yet you carry no stock. 


In 24 hours we fill your order, 
hand engraved by experts. 


National advertising creates an ac 
ceptance for Clover Leaf monograms, 





: A 40-page counter catalog showing 
the best items from leading glass manufacturers helps 
you make the sales. 


Sample line consisting of a dozen popular items and 
the 40-page catalog will be sent for $5, cash. All return- 
able in 60 days if sales are not satisfactory. There’s a 
sure profit in this line with no investment and no trouble. 


The Grace of the Sailfish | CLOVER LEAF CRYSTAL SHOPS 
Rm. 414 — 14 North Michigan Avenue — Chicago | 


Caught for YOU = 








a 


By 
Bealers in Antique Siluec & Old Sheffield Plate. Ld. 


In your window or on your most prominent table, 
this inimitable new work of the world famous 
artist and sculptor will attract your finest clients 
compellingly. 

The master has captured, for you and your cus- 
tomers, all that is most alluring in the verve and 
charm of the beautiful sailfish. He has drama- 
tized it. 

With an artistic grouping of his distinctive lamps, 
book ends, cigarette boxes, ash trays, bowls, 
vases and other items—a representative show- 

ing — we will furnish you, at no charge, the | 
framed action picture shown in the background 
of the picture above. It adds the prestige of a 
great and popular personality to the appeal of 
his distinctive cratft. 























coats ; , Set of 4 George III Silver Adam-pattern Candlesticks, made by John 
Send for the new descriptive price list of over Love & Co., of Sheffield, in 1790. Height 11 inches. 
200 items, which were the sensation of the recent Pair of fine-quality Old Sheffield Boat-shaped Sauce Tureens and 
gift shows, and containing our new summary of Covers, with bright-cut engraving. Made by J. Younge & Co. in 1789. 
policies, which are not to sell you goods but to Fine Oval Old Sheffield Soup Tureen, with bold gadroon mounts and 
HELP YOU SELL. decorative handles and feet. Made by Tucker Fenton & Co. in 1808, 
WANTED TO PURCHASE: Single Pieces or Col- 
McClelland Barclay Art Products, Inc. lections of Antique Silver and Old Sheffield Plate 
305 East 45th Street New York 
; ‘ 42/4, West 48th Street, New York 
Downtown Display: MOLLIE BOYNTON, INC., 225 Fifth Ave. 15. Norton Folgate, Bish in aie wee 
Western Headquarters: 15-111, The Merchandise Mart, Chicago » EER Pee, Spee, Laren, 
Trade Enquiries Specially Invited. Telephone: BRYANT 9-6755 
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makers, who alone are allowed to take part in the Watch 
Fair, have successfully used their utmost endeavors to 
realize all the principles involved for raising their profes- 
sional standards and the quality of their products. 


tion and leads the feet of the whole watch trade every 
year to this fine old city on the green shores of the Upper 
Rhine. The devaluation of the Swiss franc has naturally | | 
made a stay in Switzerland somewhat cheaper. | 
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Waterford Glass 


(From page 99) 
the human effort, genius and experience of the men who 


made it. . | 
The goblet, illustrated herewith, and matching sher- 


bets, wines, liqueur glasses, fingerbowls and plates, are 
perfect examples of blown and cut Waterford pieces. 


| 

| 

} F ie 
| 








Goblet and Vase, blown and cut in approved Waterford design. The 
goblet and complete table service are for formal or informal use. 


Waterford glass originally was blown and cut by hand; 
never pressed. But recently some manufacturers, seeing | 
the prospect of profit, copied the Waterford design in | 
pressed glass, which naturally is much less expensive, and | 
much less beautiful. I regard this as sinful greed, for 
there are so many patterns which could profitably be made 
in no other way than pressing, that there is no necessity 
of spoiling the beauty of a classical design. In pressed | 
glass, the lustre does not come out as in blown and cut | 
glass; in fact the difference between pressed and cut glass 
is comparable to the difference between silk and cotton | 
hose, and I venture to say that your clients will prefer 
the quality merchandise always, if these points are noted. 


Seventh Swiss Watch Fair in Basle, April 3-13 
BasLe, SwitzERLAND — The seventh Swiss Watch 
Fair, which will again be held here April 3 through 13, at 
the Swiss Industries Fair, is the only manifestation of the | 
kind in Switzerland which brings watch manufacturers | 
and watch dealers together for a common object. This | 


gives it a special significance, particularly today, when the | 


renewal and upward swing of world trade is beginning | 


to make itself felt. 


The firms united in the Association of Swiss Watch- | 
| 


Switzerland, classic land of the watch, draws the atten- 
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EVERCRAFTS 


MARYLAND COCKTAIL SET 


Decidedly distinguished—delightfully distine- 
tive—but highly appropriate in any surround- 
ings—for any occasion. A really handsome 
gift permanently surrounded by an aura of 
cordiality and warm friendship. Grain Walnut- 
footed goblets in modern serrated design leave 
no rings or scratches and harmonize perfectly 
with the carved Walnut handles of the lustrous 
tray. Richly grained Walnut base and top of 
the quart shaker keep one’s hands from freez- 
ing during the mixing operation—just as its 
use warms guests’ hearts and enhances the 
reputation of host or hostess. Ideal gift for a 
friend of exacting tastes. 


Maryland Cocktail Set No. 15/17/37 
Price $5.00 Set. Individual Gift Box. 


7 








The complete 1937 Evercraft Gift Line, re- 
nowned throughout America for its exquisite 
design and craftsmanship. Send for your copy 
toduy. 


‘The EVEREDY C 


3 EAST STREET ¢ FREDERICK « MARYLAND 
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For Quick Turnover 


Aluminum as a medium for inexpensive 
yet stunning home accessories leads the 
field. In the new soft finish, the trays 
shown are 1314 in. wide at $18.00 a dozen, 
rh Ne = and the Bowl is 9 in. wide at $18.00 a 
seamen mores | eg atin Be dozen. 


Made by EVERLAST METAL PRODUCTS CO., N. Y. City 


JANIS -TARTER, 


GREEMAN & NAJEEB, Inc. 
225 5th Ave. New York City 





























NORMA HEADS THE LIST OF GIFTS 


WHITING & DAVIS Advertising fe FOR USHERS AND GRADUATES 


focuses the spotlight Sen Af} “The merry month of June” will 
W\ ALG soon be here and it offers you a 
on these new bags mate fine chance to boost your sales 
and profits with NORMA—the 4-Color, Instant- 
Shift Pencil. Unusual, the only one of its kind .. 
smart .. very practical for business and profes- 
Schiaparelli” are being featured by Whiting & Davis sional men .. really 4 pencils in 1, writes Black, 
Red, Green and Blue—NORMA is a splendid 
item at this season for Ushers or Graduates . . as 
and Harper’s Bazaar for May. These five bags are an expression of appreciation to teachers . . Anni- 
versaries . . Father's Day . . Birthdays. Five hand- 
; . some models, retailing for $3.50, 
summer line... Nos. 1350, 9041, S53, 3725, and $5.00, $8.50 and $12.00. An every 


1308, to be specific. And they are beauties! day in the year seller and steady . 
profit maker for YOU. Fullparticu- “ 


With every indication pointing to a greatly in- lars from: 


“New daytime bags... Evening bags... Bags after 
in full-page advertisements in Vogue, April 15th 


the leaders of the Whiting and Davis spring and 


creased market for high-style bags of this type it will 
pay you well to play along with Whiting & Davis NOR MA PENCIL CORPORATION 
by stocking these numbers now. 39 West 32nd Street, New York City 
Western Representative 

as FRED L. LEE & CO. M A 
WHITING & DAVIS CO. ||| “mses” 


San Francisco, j j j 
Plainville (in Norfolk County) Massachusetts | California The Utmost in Pencil Convenience 


New York: 366 Fifth Ave. « Chicago: 31 N. State St. | =a 
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Miller-Tydings Bill, Reported Favorably in Both Houses, 
Bans Loss-Leader Selling in States with Fair Trade Laws 


Federal Legislation Would 
Protect Trademarked 
Goods’ Resale 


By L. W. Morrettr 

WASHINGTON, D. C.—Proponents of the 
Miller-Tydings Resale Price Maintenance 
Bill predict that the legislation will be 
enacted at the present session of Congress. 
The measure was reported favorably to 
the House of Representatives March 11 
by the committee on judiciary and is ex- 
pected to reach the House floor soon. It 
also was recently reported favorably to 
the Senate judiciary committee by a sub- 
committee. 

It will be delayed, however, in being 
reported from the Senate committee be- 
cause of hearings now before the com- 
mittee regarding the President’s judiciary 
reorganization plan. The bill passed the 
Senate at the previous session but did not 
reach the House floor at that time. As re- 
ported by the House committee, the bill 
carries only technical and unimportant 
changes as compared with the original 
Miller-Tydings bill. 

Strength has been given to the proba- 
bility of passage of the legislation by rea- 
son of recent decisions of the Supreme 
Court, which upheld the constitutionality 
of the Fair Trade Practice Acts of Cali- 
fornia and Illinois. 

Under the bill, jewelry, watches and all 
other goods which are branded or trade- 





marked could legally carry resale prices, 
fixed by manufacturers for distribution in 
States having fair trade practice acts. 

The outstanding objective of the legis- 
lation, according to its proponents, is to 
prevent “loss-leader” selling. ‘The com- 
mittee said the legislation merely seeks 
to effectuate a public policy so fixed in a 
State. It was pointed out that it has no 
application to any State which does not 
see fit to enact a fair trade practice law. 

Representative Emanuel Celler, Demo- 
crat, of New York, and Representative 
Robert L. Ramsay, Democrat, of West 
Virginia, in an extensive report, objected 
that the legislation will raise prices to 
the consumer. They, however, said that 
they would vote for the bill because they 
have long advocated legislation to curb 
“loss-leader’’ selling. 

Representative Celler suggested that the 
Federal Trade Commission make an in- 
vestigation in order to learn whether or 
not the purpose of the bill is to legalize 
price fixing, which, he charges, is its pur- 
pose. He said that he was confident that 
the committee was being asked to act on 
“loss-leader” selling, in order to assist a 
nation-wide program, in which “both the 
Patman-Robinson Act and the Miller- 
Tydings Bill are two steps and State price 
control legislation a third step. He also 
suggested that the Miller-Tydings Bill be 
amended, so that it grants immunity only 
from prosecution for resale price mainte- 
nance so long as the prices fixed do no 
more than prevent “loss-leader” selling. 

The New York Representative recently 
presented his views to the Senate sub- 
committee. 





Manufacturers Greet Legality of N. Y. Fair Trade Law 


In New York State, whose retail jew- 
elry stores do 19 per cent of the business 
of all the jewelry stores in the United 
States, and which is the most important 
market in the nation, price-maintenance 
is Now sanctioned by law, because early 
last month the Court of Appeals of New 
York reversed its original decision on 
the Feld-Crawford Fair Trade Act, bas- 
ing its reversal on the Supreme Court de- 
cision on the Illinois Fair Trade case. 

“The effects of this decision will de- 
pend largely upon the policies now fol- 
lowed by manufacturers or wholesalers,” 
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The New York Times editorialized. 
“The law does not affect goods that do 
not bear some brand or trade-mark. The 
manufacturer of trade-marked goods does 
not have to make a resale price contract. 
. .. One effect will probably be to bring 
more uniformity in prices of trade-marked 
articles. In some cases consumers will 
doubtless be called upon to pay higher 
prices. 

“But the latter consequence does not 
necessarily follow. Higher prices reduce 
sales, and ‘buyers’ strikes’ are just as 
injurious to manufacturers as they are 
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to retailers. While some manufacturers, 
therefore, may wish to maintain uniform 
prices for trade-marked articles, they 
may find it expedient to reduce these uni- 
form prices below the nominal level that 
some of them now fix.” 

THE JEWELERS’ CIRCULAR - KEYSTONE 
canvassed a number of manufacturers of 
silverware and watches for their opin- 
ions relative to the New York State 
court’s decision, legalizing the State Fair 
Trade Act. Herewith are some of the 
replies, by telegraph and letter: 

By W. R. Atkinson, general sales man- 
ager, Hamilton Watch Co.— 


“The reversal of decision of New 
York Court of Appeals making Fair 
Trade Act constitutional is progress 
in right direction, but is only inciden- 
tal except that it may have a favor- 
able effect in Washington. What any 
manufacturer distributing nationally 
must have to operate under State Fair 
Trade Acts outside of state of in- 
corporation is prompt passage by 
Congress of Tydings-Miller bill in 
present form. Big need now for whole 
jewelry industry to support this mea- 
sure.” 


By Howard D. Schaeffer, vice-presi- 
dent, Elgin National Watch Co.— 


“Decision of the New York State 
Court of Appeals in sustaining the 
Feld-Crawford Fair Trade Act in 
New York State naturally is good 
news to us, because as you know, we 
are operating under the Fair Trade 
Act in the State of Illinois. We were 
the first watch manufacturer to oper- 
ate under any of these State Acts and 
it seems certain that these Acts in the 
various states are going to be a great 
help to the retail jewelers throughout 
the country.” 

By Harley H. Noves, Oneida, Ltd.— 

“Replying your wire, naturally we 
are highly pleased that our State has 
enacted Fair Trade legislation. No 
other comment possible until further 
study can be made of the law.” 

By Craig D. Morrison, vice-president 
and sales manager, International Silver 
Co.— 

“Sustaining the Feld - Crawford 
price fixing act is significant in that 








Miller-Tydings Bill Would Ban 
Loss-Leader Selling 
(From page 103) 
it brings into the procession of states 
who have enacted Fair Trade laws, 
the most important state of all from 
a marketing standpoint. It will now 
be possible for the manufacturer of 
a nationally advertised trademark line 
to protect his trademark rights from 
the damaging effects of price cutting 
in the great Metropolitan New York 

market. 

“It now seems possible that Fair 
Trade legislation will be put on a 
national basis through the Tydings 
Bill. which has been introduced in 
Congress. This is something which all 
manufacturers of nationally adver- 
tised trademark lines should welcome. 
“As far as the International Silver 
Co. is concerned, we are now making 
contracts with retailers and whole- 
salers on our nationally advertised 
lines of silverplate under the Califor- 
nia Fair Trade Act, and it is our in- 
tention to take advantage of other 
state Fair Trade Acts as fast as is 
practicable.” 


Florida Jewelers to Meet April 11-13 
At Tampa 


ORLANDO, FLA.—The greatest atten- 
dance in ten years is forecast for the 18th 
annual convention of the Florida Retail 
Jewelers Association in Tampa, April 11, 
12¢and 13. President A. O. Jenkins says 
an increase in attendance will be due to 
the many attractions offered by the city 
of Tampa and the many important issues 
to come up for action. 

The directors of the association held 
a meeting to make arrangements, here, on 
March 7, when the following program 
committee was named: William Deuber, 
chairman; Alvin Magnon, vice-chairman, 
Tony Eckert, H. J. Smith and E. J. Lillius. 

Special invitations are being issued to 
representatives of the principal manufac- 
turers of the trade. 


Lien on Repaired Merchandise 
Sought by Indianans 


LAFAYETTE, IND.—Jewelers in Indiana 
are urged by their state association to 
urge the passage of two measures which 
will directly affect the trade. 

The content of House Bill 219 is that 
any jeweler performing work on a watch, 
clock or other article of jewelry shall have 
a lien on such. The lien will be the value 
or agreed price, if any, of all materials 
furnished, and if such charge remains 
unpaid the jeweler may dispose of the 
property, retaining the charge and remit- 
ting the balance to the former owner. 

The second measure, House Bill 220, 
concerns second-hand watches and sale 
thereof; prescribing certain regulations 
for advertising and sale of second-hand 
watches. 


JEWELRY EXPORTS 


WasHIncToN, D. C.—Jewelry exports 
of the United States amounted to approx- 
imately $140,000 during January accord- 
ing to the Department of Commerce. 
Tableware manufactures amounted to 
about $35,000. Silver tableware imported 
during the same period had a value of 
more than $46,000. 











O. G. Tullis, Santa Monica, Marks 50th Anniversary 
of the Oldest Jewelry Store in Southern California 





SanTaA Monica, CALir.—Jewelers every- 
where can find inspiration in the business 
history of O. G. Tullis, pioneer jeweler 
of this city, who established his jewelry 
store here 50 years ago. He has the 
honor of owning the oldest jewelry busi- 
ness in all of Southern California. Many 
jewelry businesses boast of serving two 
to three generations, but Mr. Tullis has 
records to prove that he personally has 





Page advertisements in the local pa- 
pers told the community of this even 
The advertising copy was written jp an 
excellent straightforward manner. “You, 
Jeweler since 1887,” it starts, “Tavites 
you... to join us in celebrating our 59 
years in business in Santa Monica , . 
Throughout our fifty years in business, 
we have had few special sales events 
In the first place, all our merchandise jg 


A study in contrasts: Left, the Tullis jewelry store as it was 50 years ago; right, as it is today. 
Mr. Tullis has served five generations. 


served five generations, in one family. 
He is one of the few jewelers who started 
on a cash basis and has continued to 
operate his business that way for 50 con- 
tinuous years. 

Back in 1911, Mr. Tullis helped organ- 
ize the Academy of Optometry and was 
the first dean of that institution. He has 
always taken an active interest in city 
affairs, even back in the days when he 
was a lieutenant in the volunteer fire 
association. 

The inspiration from Mr. Tullis’ rec- 
ord business career lies not in the period 
of time, remarkable as it is, but in the 
idealism which he has consistently prac- 
ticed, in his every day life. He is the type 
of man with which the words of “quality,” 
“honesty,” “dependability” and “integrity” 
have always been associated. 

Along the first of his business career, 
Mrs. Tullis helped her husband in the 
store, then with time out for raising a 
family, we find her back of the counter 
afternoons, now. 


carefully marked at a price as low as 
consistent with good dependable quality. 
Our stock is composed of nationally ad- 
vertised products that are guaranteed by 
reputable manufacturers . . In our 
stock you will find watches by Hamilton, 
Longines, Waltham, Elgin. Sterling by 
Wallace, Towle, Gorham and Community 
.... Clocks by Seth Thomas, Waltham 
and Telechron.... 

“So, this is not a sale. Because we are 
so grateful for the patronage accorded us 
for the privilege of being in_ business 
through depression and prosperity for 50 
years, we want this to be a gala affair, 
and we want you to come and enjoy it 
with us.” 

A watch was given away free to the 
person who brought in the watch which 
was purchased the longest time. Another 
watch was given to the oldest watch 
which had been repaired by Mr. Tullis. 
Valuable second and third gifts were 
awarded to the persons bringing in the 
next oldest bought watches and repairs. 





Garden State Jewelers Select 
Atlantic City for Meetings 


ATLANTIC City, N. J—The New Jersey 
Retail Jewelers’ Association will hold its 
annual convention at the Ritz-Carlton 


Hotel, Atlantic City, May 23-24-25. 
President Bertrond A. Weber, of Ridge- 
wood, and his committee are arranging 
what promises to be a valuable program 
of meetings and round-tables on mer- 
chandising and legislative problems, chief 
among the latter being the Tydings-Miller 
Bill now before Congress. 

Gov. Harold G. Hoffman, of New 
Jersey, will be the principal speaker at 
the banquet May 24, to be followed by 
entertainment and dancing. A sea food 
dinner, trip to Steel Pier and special 
ladies’ entertainments will be other fea- 
tures. 

For the first time in its history, the 
association has arranged for an exhibit. 
The general committee headed by Wil- 
liam Schoppy and Mrs. Luella Koons of 
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Atlantic City is staging an aggressive 
campaign to set a new attendance record. 


Atlanta Jewel Thief Sentenced 
5 to 10 Years on Chain Gang 


ATLANTA, GA.—Lee Bunch, one of three 
persons recently indicted for the robbery 
of Claude S. Bennett, Inc., 207 Peachtree 
st., of $13,000 worth of diamonds, has 
been convicted and sentenced to serve 
from five to ten years on the chain gang. 
He had been paroled from the gang at 
the time the robbery was committed, and 
Governor Talmadge revoked his parole. 
Two others said to have been connected 
with the robbery are still awaiting trial. 


HORA UPS PRODUCTION 


Mempuis, TENN.—S. W. Hora, succeés- 
sor to F. W. Potter, 515-520 Exchange 
Bldg., here, has doubled his factory space 
and has added new machinery to care 
for increasing business. 
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California Convention Launches Jewelry Council 
to Promote Trade Interests in the Golden State 


Los ANGELES, CAL.—The formation of 
a state-wide organization, tentatively 
named the Jewelry Council, uniting all 
the jewelry interests of California in a 
united endeavor to secure passage of vital 
legislation, was one of the highlights of 
the annual convention of the California 
Retail Jewelers’ Association, held in con- 
junction with the annual meeting of the 
California Horological Association, Feb. 
24 to 27, at the Hotel Biltmore, here. 

More than 500 were in attendance on 
the first day. 

Thomas B. Monk, Sacramento, was 
elected to succeed President Durward 
Howes who conducted the program. Oak- 
land was selected as the convention city 
for the February, 1938, session. 

Some of the proposed legislation to be 
pressed by the Jewelry Council will be: 
An act to regulate auctions; an act to add 
a section to the civil code which will give 
watch, clock and jewelry repairers liens 
to the amount of work done; an act to 
regulate sale of second-hand watches; an 
act to add to the penal code relating to 
advertising by jewelers; and an amend- 
ment to the present marriage laws, which 
will do away with the three-day wait for 
licenses. 


$250,000 in Jewels Shown 


An elaborate style symposium in which 
more than $250,000 in fine jewelry was 
displayed by professional mannequins 
from J. W. Robinson Co., Inc., under the 
direction of June Hamilton Rhodes, New 
York fashion authority, who is promoting 
jewelry publicity for the National Jewel- 
ry Publicity Campaign, in a measure over- 
shadowed routine convention matters. 

“Jewelry cannot be too elaborate with 
daytime clothes, even with sport outfits,” 
was a rather revolutionary statement 
made by Mrs. Rhodes in her talk prefac- 
ing the fashion showing. “Fashions now 
call for the use of a greater amount of 
jewelry,” she continued. “What was re- 
cently considered as too much jewelry is 
now considered in perfect taste.” 

She traced the development of the men’s 
jewelry phase of the publicity and promo- 
tion campaign and urged the jewelers 
present to show more jewelry in this 
category, illustrating the use of it with 
two smartly dressed young men who wore 
all the necessary jewelry accessories. She 
emphasized the importance of the retailer 
doing more newspaper and direct mail 
advertising in order to compete with 
many other advertised lines of merchan- 
dise offered to the public. “If you have 
fashion-right merchandise and present it 
properly you will not have to worry about 
customers.” 

Royer, 20th Century-Fox designer, said: 
“Most men have not had anything new 
in jewelry presented to them in the past 
20 vears. Now that it is new and prac- 
tical they are showing an increased inter- 
est. Jewelry is important every hour of 
the day and it is not being neglected by 
those in authority in the motion picture 
industry.” 

Much credit for the success of this 
part of the convention was due to George 
C. Brock who loaned all the fine jewelry, 
from his retail stock. The svmposium was 
practical evidence of the California as- 
sociation’s support of the National Pub- 
licitv Program. 

The fashion show, held Friday after- 
noon, proved a pleasant prelude to the 
annual banquet that evening in the Bilt- 





THOMAS B. MONK, 


more Bowl, for which an elaborate pro- 
gram of entertainment was provided. A 
day on the links was enjoyed by 300 men 
all day Thursday, with a stag dinner 
winding up the day’s activities. James 
Apffel headed the committee. 

In a dramatic story of “Jewelry Sales- 
manship,” V. M. Ekdahl, sales executive 
of Swift & Co., appealed to jewelers to 
humanize their business. “It is not a case 
of trying to sell what the store wants to 
sell, but in learning what will best serve 
the customers,” he advised. 

Another speaker was Byron C. Hanna, 
president of the Los Angeles Chamber of 
Commerce, who welcomed the convention 


here. 
Officers Elected 


Officers and directors elected were as 
follows: Thomas B. Monk, Sacramento, 
president; Carl E. Schultz, Hollywood, 
first vice-president; Philip H. Cowan, 
Oakland, second vice-president; George 
R. Finley, Compton, third vice-president; 
W. R. Burke, Berkeley, secretary-trea- 
surer; Arthur H. Dibbern, Glendale, ex- 
ecutive secetary; and directors, George 
Kerrigan, San Diego; L. A. Durfee, Ven- 
tura; G. Fred Fisher, Fresno; J. Herbert 
Hall, Pasadena; E. A. Grebitus, Sacra- 
mento; W. H. Gilchrist, Santa Barbara; 
L. V. Gray, Culver City; W. W. Hilton. 
Redwood City; A. G. Prouty, Napa; 
Frank S. Fisher, Riverside; H. Rappe, 
Watsonville; P. H. Boyson, Long Beach; 
Charles F. Manahan, South Pasadena; 
Robert Strauss, Bakersfield; Walter P. 
Shoemake, Modesto; William Keuchler, 
Stockton; Lou Scheppler, San Francisco; 
E. H. Kocher, San Jose; Julius Loeb, Oak- 
land: E. C. Kendrick, Anaheim, and Ed- 
gar Wight, Ontario. 

The senior advisory committee is com- 
posed of Past Presidents R. W. Rinehart, 
Oakland, and C. L. Runyon, Los Angeles. 


COOK HEADS PAIRPOINT 

New Beprorp, Mass.—Otis S. Cook has 
been named president of Pairpoint Cor- 
poration of this city, manufacturer of 
cutelass and silverware. He _ succeeds 
Andrew G. Pierce, resigned. William A. 
Robinson. Jr., has been elected vice-presi- 
dent, a newly created office. 
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COMING EVENTS 
April 


Texas R.J.A. convention, at Bak 
tel, Dallas, April 5-6. et He 

Nebraska R.J.A. convention, at 
Hotel, Omaha, April 7-8. Partoe 

Oklahoma R.J.A. convention, at Bi. 
more Hotel, Oklahoma City, April 11-12, 

Florida R.J.A. convention, at Hillsboro 
Hotel, Tampa, April 11-12. 

Virginia-North Carolina R.J.A. conyep. 
tien, at Washington Duke Hotel, Dur. 
ham, N. C., April 18-20. 

South Carolina R.J.A. convention at 
Francis Marion Hotel, Charleston, §, ¢ 
April 19-20. 7 

Georgia R.J.A. convention, at Atlanta 
April 25-26. 

Brooklyn R.J.A. dinner-dance, at Hotel 
New Yorker, New York, April 25, 

U.H.A.A. convention, at Congress Ho. 
tel, Chicago, April 26-28. 


May 


Tennessee Watchmakers and Jewelers 
Association convention, at Read House, 
Chattanooga, May 2-4. 

Illinois R.J.A. convention, at Faust Ho- 
tel, Rockford, May 3-4. 

Massachusetts-Rhode Island R.J.A. con- 
vention, at Parker House, Boston, May 5, 

Maryland-Delaware-District of Colum- 
bia R.J.A. convention, at Mayflower Ho- 
tel, Washington, May 9. 

American Gem Society sectional meet- 
ing, at Palmer House, Chicago, May 9-10, 

Michigan R.J.A. convention, at Hayes 
Hotel, Jackson, May 9-10. 

New York R.J.A. convention, at Hotel 
Utica, Utica, May 10-11. 

Connecticut R.J.A. convention, at Bond 
Hotel, Hartford, May 17. 

Wisconsin R.J.A. convention, at Plank- 
ington Hotel, Milwaukee, May 17-19. 

Tennessee R.J.A. convention, at Nash- 
ville, May 20. 

H.I.A. convention, at 
Science building, Washington, 
May 24. 

New Jersey R.J.A. convention, at Ritz- 
Carlton Hotel, Atlantic City, May 23-25. 


June 


N.W.J.A. convention at Providence- 
Biltmore Hotel, Providence, R. I., June 
2-4. 

Maine R.J.A. convention, at Lakewood, 
June 7. ; 

New Hampshire R.J.A. convention at 
Wentworth-by-the-Sea, Portsmouth, June 
22-23. 

Indiana R.J.A. convention at South 
Shore Inn, Lake Wawasee, June 27-27. 


August 


Academy of 
D. G 


A.N.R.J.A. convention at Waldorf- 
Astoria Hotel, New York, week of Av- 
gust 23. 

September 


N.A.C.J. convention, at Sherman Hotel, 
Chicago, Sept. 18-22. 


CHARLES H. CLARK 


ARLINGTON, Mass. — Charles Henry 
Clark, 83, for 50 years a jewelry manu- 
facturer of North Attleboro, died March 
9 of pneumonia. 

Mr. Clark was born in Providence, 
Sept. 5, 1853, the son of John Laing and 
Ann Elizabeth (Wilbur) Clark, and lived 
in North Attleboro most of his life. He 
retired about 10 years ago and for the 
past five years made his home in Arling- 
ton Heights. He was a member of the 
Masonic Lodge of North Attleboro. 
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Artanta, GA—Maier & Berkele, Inc., 
of 111 Peachtree St., on March 22, began 
the celebration of its 50th anniversary 
with special displays and merchandising 
events to — through the two weeks 

ing April 3. 

—. ee on March 22, 1887, that H. 
A. Maier, Sr., founder and president of 
the firm, purchased a half-interest in the 
A. L. Delkin Co., of Atlanta, a firm de- 
voted, at that time, to wholesale tools 
and materials, and added diamonds, 
watches, jewelry and silverware to its 
stock, converting it into a retail business. 

The story of Maier & Berkele’s golden 
anniversary revolves around the life and 
work of one man, Mr. Maier, Sr., for, to 
a far greater extent than is the case in 
most retail jewelry firms today, Mr. 
Maier is Maier and Berkele. 

Mr. Maier was born in 1864, in a 
residence standing at the corner of Ala- 
bama and Forsyth Sts., now almost the 
exact geographical center of Atlanta. At 
his birth the roar of guns could be 
heard in the Battle of Kennesaw Moun- 
tain, and before he was many months 
old, Sherman occupied the city, burning 
the principal buildings before beginning 
his march to the sea. 

In 1878, Mr. Maier had completed his 
education and was ready to begin work. 
He chose engraving. ‘Two years later, 
having served his apprenticeship as a 
watchmaker and engraver, Mr. Maier 
became associated with the late J. P. 
Stevens for a period of five years. Mr. 
Stevens was, at that time, one of the 
leading retail jewelers in Atlanta. For 








H. A. Maier, Sr., 73 Years “Young,” Actively Directs Operation 
of Maier & Berkele, Inc., Atlanta, Now Marking 50th Anniversary 


several months following this he worked 
with Williams & Stevens in Macon, 
Ga. 

Then he returned to purchase an in- 
terest in the A. L. Delkin Co. and begin 
his long career as a retail jeweler. A 
few years later, in 1890, John Berkele, 
an uncle of Mr. Maier, purchased the re- 
maining interest in the Delkin Co. and 
the firm changed its name to Maier and 
Berkele. Gradually the tools and mate- 
rial business was given up, and by 1892 
the firm had grown to such an extent that 
it operated two retail stores in Atlanta. 

In 1919, following the trend of busi- 
ness to the “north side,” the Maier & 
Berkele store was moved from its White- 
hall St. location, where it had been since 
its establishment, to its present location at 
111 Peachtree St. 

And in 1934 a branch store was opened 
in Savannah, Ga., under the direction of 
Walter Metzger and Frank H. Maier, a 
son of H. A. Maier, Sr. 

Mr. Maier has two sons associated with 
him in the business—H. A. Maier, Jr., 
who has been connected with the At- 
lanta store for the past twelve years, and 
Frank H. Maier, who has been connected 
with the firm for five years—the last two 
at the Savannah branch store. 

There are now 17 employees connected 
with the Atlanta store alone, and their 
average length of tenure is 19 years, an 
unusual record in these days of labor 
turnover. Joseph Jansen, the oldest em- 
ployee, has been with the firm con- 
tinuously for 50 years. Knox Henge has 
been with the firm for 39 years. And 





T. B. Littlepage describes himself as a 
“youngster” with the firm. He has only 
been with the Maier & Berkele company 
for 27 years! 

Mr. Maier is a past president of the 
Atlanta Jewelers’ Guild; a past regional 
vice-president of the American National 
Retail Jewelers’ Association, and one of 
the 18 members of the Jewelers’ Re- 
search Group. During the NRA he was 
chairman of the jewelers’ grievance 
board set up to secure local enforcement. 

To sum up, H. A. Maier, Sr., is 73 
years young and as active in the man- 
agement of his store and as interested 
in the affairs of his community as he was 
when his first store was opened 50 years 
ago. 


W. H. SCHWEIZER 


NASHVILLE, TENN.—W. H. Schweizer, 
for the past 30 years in the watch repair 
department of B. H. Stief Jewelry Co. 
and a native of Switzerland, died March 
4, at his home 136 37th Ave. North. On 
first coming to America he was for sev- 
eral years connected with the Waltham 
factory. He is survived by his wife and 


a brother, the latter a resident of Switzer- . 


land. 





CHARLES E. HENDERSON 


ASHEVILLE, N. C.—Charles Edward 
Henderson, head of the jewelry firm bear- 
ing his name, at 60 Patton Ave., here, 
died recently at his home, after a long 
illness) Mr. Henderson, aged 67, was 
prominent in local civic, church and 
fraternal activities. He began his own 
business in jewelry in 1908. He has no 
immediate survivors. 
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500 m.p.h We seek new uses and new users of this in- watch, operate a 
isa genious Watch. To the 10 Esquire readers offering watch at sporting 
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study the four 
functions of the 


goods shop or 
jewelers, send in 
your list by May 


steel back, chro- 
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600,000 GOOD SPENDERS 


The May issue of Esquire, read by over 600,000 
good spenders, will contain this advertisement 
featuring the PIERCE CHRONOGRAPH “New 
Use" Contest. 10 Pierce Chronographs will be 
given free as prizes to individuals submitting the 
best list of new uses. 


Don't neglect the Profit Possibilities offered by 
or Wrist this ingenious, well advertised, and extremely 
popular 4-in-1 Watch, priced to attract thou- 
sands of buyers. Displays, advertising folders, 
newspaper mats supplied to you for the asking, 
without charge. . . . If your jobber hasn't shown 
this watch to you, get in touch with us at once. 
PIERCE WATCH COMPANY, 22 West 48th 
Street, New York. 
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Some of the 600 members and guests who attended the dinner dance of the Associated Credit Jewelers of New York and New Jersey, at the Hotel 


New Yorker, in Manhattan, are shown in this photo. 


600 at Associated Credit Jewelers of New York and New Jersey’s 
Dinner-Dance at Hotel New Yorker; Speeches Barred from Program 


Nearly 600 persons attended the gala 
party of the Associated Credit Jewelers 
of New York and New Jersey, Sunday 
night, March 21, at the Hotel New 
Yorker, New York. The number of 
merrymakers was nearly double that of 
a year ago and in measure indicates 
steady growth in strength of this associa- 
tion in the metropolitan area. The af- 
fair was adjudged the liveliest of its kind 
held by a metropolitan jewelry association 
this year. 

A reception at 6:30 o’clock, preceded 
the dinner, when pleasant associations 
were renewed over cocktails. All due 
praise must be given William Van Busch, 
of Busch Kredit Jewelry Co., who served 
as chairman of the arrangements com- 
mittee, assisted by Eliot P. Hirshberg, 
Alvin R. Baer, M. S. Abelson, Rowland 
D. Goodman, Leonard H. Miller, William 
Goldblatt and M. Portnoff. 

C. M. Bradbury, president, welcomed 
the diners. There was no speaking ex- 
cept for the introduction of the follow- 
ing: Messrs. Abelson and Goodman, vice- 
presidents for New Jersey; Mr. Baer, 
treasurer, and founder; William Wagner, 
executive secretary; Phineas Peters, presi- 
dent of the Brooklyn R.J.A.; Hyman 


FREDERICK A. CROSELMIRE 


East ORANGE, N. J.—Frederick A. 
Croselmire, of Baker & Co., Inc., New- 
ark, N. J., died of pneumonia March 19 
at his home, 67 S. Munn Ave., here. A 
veteran member of the Jewelers’ 24 Karat 
Club, for a number of years he had been 
chairman of the entertainment committee 
for the club’s annual beefsteak dinners 
and was to have served in that capacity 
this spring. 

Mr. Croselmire entered the precious 
metal refining business in Newark with 
his father, the late Charles F. Crosel- 
mire; then became a partner in the firm 
of Croselmire & Ackor, and for 24 years 
he was associated with the R. & H. Co. of 
New York. He became associated with 
Baker & Co. seven years ago. He was one 
of the first to draw platinum into wire. 

Besides the 24 Karat Club, he was a 
member of many social, civic and fra- 
ternal organizations. His widow, Mrs. 
Cora Lvon Croselmire; a daughter, Mrs. 
Philip J. Sievering of Maplewood; a 
brother, William H. Croselmire of Brook- 
lyn and three grandchildren survive. 
Masonic and Elks’ services were held 
at the Colonial Home, East Orange. 





- gated Col. William Bright, 


Goldschmidt, president of the Metropoli- 
tan R.J.A.; I. Geffin, president of The 
Bronx R.J.A.; Allen J. Michaels, presi- 
dent of the Credit Retailers of America 
(credit clothiers); Mr. Hirshberg, past 
president, and Harold V. Busch. 

A popular radio personality was 
master-or-ceremonies for cabaret enter- 
tainment. Dancing was enjoyed between 
courses and until 2 a. m. 


Bay State Horologists Want U.H.A. 
to Meet There in 1938 


BostonN—Meeting March 10 at Hotel 
Bellevue, members of the Horological As- 
sociation of Massachusetts heard a talk 
on national organization by Thomas J. 
Fagan, vice-president of the United 
Horological Association of America, dele- 
state asso- 
ciation president, to attend the forthcom- 
ing U.H.A. convention at Chicago, and 
passed a resolution inviting the U.H.A. 
to hold its national convention in Boston 
in 1938. 

Fred Freistadter was named technical 
director. Plans were launched for a 
state-wide membership drive, including 
the establishment of guilds in a number 
of Bay State cities. Milton Steinert, Hotel 
Bellevue, is secretary of the Horological 
Association of Massachusetts. 








New Traffic Law Worries 
Robber of $6,500 in 
Watches 


The unidentified gunman who 
shoved a pistol against the side of 
Irving Richman, jewelry salesman 
of 867 W. 181ist St., New York, re- 
cently, and ordered him to enter 
his car and drive away from a 
busy Bronx intersection, took no 
chances on having Mr. Richman 
run afoul of the new traffic code, 
warning him to observe all traffic 
lights. : 

A few blocks away, Mr. Rich- 
man was ordered to stop and leave 
the auto-and the youth drove away 
with a stock of watches and attach- 
ments which Mr. Richman valued 
at $6,500. 








| 
| 








Precious Stone Dealers Association 
Reelects Frank as President 


Charles L. Frank was reelected presi- 
dent of the Precious Stone Dealers Aggo- 
ciation at the annual meeting of that 
organization at the Hotel Taft, New 
York, March 4, at which Leopold Nathan 
was named vice-president; George J. 
Klinick, treasurer, and Isidore Lassner, 
secretary. 

Saul Blitz, William H. Benedict, Jack 
Dreher, Sol Gordon and Hugo Mayer 
were chosen as directors. Committees for 
the new year are as follows: Publicity, 
Mr. Gordon, chairman, assisted by Mr. 
Nathan and C. Frederick Loch; advertis- 
ing, Mr. Klinick, chairman, assisted by 
Milton Belgard and Mr. Benedict, and 
arbitration, Mr. Mayer, chairman, as- 
sisted by Mr. Blitz and Mr. Dreher. 

The membership of the association 
consists of concerns in the semi-precious 
and synthetic stone industry. The secre- 
tary’s office is at 10 W. 47th St. New 
York. 


Jewelers Fraternal Association Holds 
Annual Meeting 


Harry Kretsch was elected to the 
presidency of the Jewelers Fraternal As- 
sociation, at its 22nd annual meeting, 
Thursday afternoon, March 11, at 15 
Maiden Lane, New York. Others named 
to office at the same time were Ross 
Donaldson, vice-president; William Un- 
derwood, secretary-treasurer; and board 
of governors, Ben Biffar, Nat Hayman, 
N. Cahn and H. H. Hetherington for one 
year terms; and Frank Rydstrom and 
James Theise for two years. 

The retiring president, Ben  Biffar, 
opened the meeting and gave an inspir- 
ing talk. The roster was reported full, 
to the limit of 200 members, with a num- 
ber of candidates on the waiting list. 


ROCHESTER HOROLOGISTS MEET 


RocHESTER, N. Y.—The Rochester Horo- 
logical Association held its regular meet- 
ing at the Elks club, March 8, following 
a dinner. A number of valuable ques- 
tions were answered during the Question 
Box hour. The next dinner meeting will 
be held April 12 when there will be a 
talk on group hospitalization insurance. 


N.Y.S.R.J.A. MEETS MAY 10-11 


Utica, N. Y.—The 28th annual con- 
vention of the New York State Retail 
Jewelers Association will be held at Ho- 
tel Utica, May 10 and 11. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1937 








the 
As- 
ing, 
15 
ned 
Ross 


ard 
1an, 
one 
and 


far, 
pir- 
ull, 


ro- 
-et- 


es- 
ion 
vill 


on- 
ail 
lo- 


NE 








The public sale of smuggled watch 
movements and parts, which have ac- 
cumulated over about five years, is now 
being conducted periodically by the 
United States Marshal in New York City. 

More than 3000 movements have been 
sold to date at four of these public 
auctions, which are held at intervals of 
about two weeks, and, according to Cus- 
toms Agent Gordon H. Pike, there are 
approximately 28,000 movements with a 
domestic value of approximately $150,000 
yet to be disposed. 

" Watch interests in New York are con- 
cerned about these sales, fearing that the 
“dumping of huge quantities of move- 
ments into the market” will make for 





Customs seizure—False-bottomed suitcase dis- 
closed 2,000 movements, each in a tin re- 
ceptacle. 


instability of prices, giving small opera- 
tors an unfair advantage over legitimate 
importers and assemblers who get their 
movements through legitimate trade. 

Roland Gsell, head of the American 
Watch Assemblers Association, told the 
JeweLers’ CIRCULAR-KEYSTONE that about 
a month ago on a trip to Washington he 
made inquiry about these sales and was 
informed by the Department of Justice 
that there were slightly more than 3000 
movements to be sold. This figure is at 
great disparity with the estimate of the 
customs office in New York that late in 
March there are about 28,000 movements 
still to be sold. 

Customs authorities in New York state 
that the sales are expected to continue 
until the accumulation is disposed of. 
They point out, however, that the sales 
are being conducted judiciously, in that 
relatively small quantities are being sold 
at one time. This is to assure small 
assemblers of moderate means the oppor- 
tunity to procure lots to meet their needs, 
and to maintain the market which might 
be affected by a sudden dumping of thou- 
sands of these movements upon it. 

These sales, held in the Marshal’s of- 
fice in the U. S. Court House, Foley 
Square, to date have been largely at- 


TRI-STATE MEETING MAY 9 

WasHincton, D. C.— Arrangements 
have been completed for holding the 
annual convention of the Maryland-Dela- 
ware-District of Columbia Retail Jewelers 
Association, May 9, at the Mayflower 
Hotel, here, according to Albert Sigmund, 
president. 





PETER C. TRYNER 


INDIANAPOLIS, IND.—Peter C. Tryner, 
retail jeweler and watchmaker who re- 
tired about two years ago, died March 16, 
at his home here. He had been ill for 
about two years. His widow and two 
daughters survive. 
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Auction Sales of Smuggled Watch Movements 
Valued at $150,000 Give Concern to Trade 


tended and bidding has been spirited. 
Few of the larger assemblers are seen 
among the bidders and it is quite evident 
that combinations have been pooling their 
resources to buy the confiscated move- 
ments. 

Customs Agent Pike, one of the best 
informed men in the customs department 
in the matter of watch smuggling, esti- 
mates the prices realized at these sales to 
to be 60 to 75 per cent of the domestic 
value. Most of the movements are in 
good condition. 

In the instance of the fourth of these 
sales Friday afternoon, March 26, 780 
movements were sold in two lots. The 
home value of these was cataloged at 
$7,381. This figure was reached by add- 
ing a profit to the foreign value of $3,385 
and the duty, which amounted to $3,120. 

The large number of movements and 
parts on hand is due to the cessation of 
the periodic sales which in the past had 
been conducted after the regular for- 
feiture proceedings. This resulted from 
strong protest lodged with the govern- 
ment by the American watch importers 
and manufactuers who sought by various 
bills of legislation to prevent the sales, 
urging at various times the scrapping of 
the movements, and licensing of importers 
as a means of curbing smuggling. 


WATCH AND CLOCK IMPORTS 


WasuHIincTon, D. C.—The United States 
imports in watches, movements, parts and 
jewels, and clocks and clock movements, 
during January amounted to $435,664. A 
total of 138,820 movements with a value 
of $302,684 were included in the ship- 
ments. 

U. S. exports in the same categories 
amounted to $175,979, as follows: Watches 
without jewels, $25,560; watches with 
jewels, $30,255; parts of watches, $35,599 
and time-recording devices, parts, $27,816. 








Maiden Lane Outing Club Elects 
Robert Quayle President 


Robert Quayle, of Conover and Quayle, 
Inc., New York material house, known 
to many in the trade as “Bob,” was named 
to the presidency of the Maiden Lane 
Out.ng Club at the 15th annual business 
session, Friday afternoon, March 12, at 


ROBERT 
QUAYLE, 


Maiden Lane 
Outing Club 
president. 


15 Maiden Lane, New York. Mr. Quayle 
succeeds Samuel Cohen, who called the 
meeting to order. 

Ben Biffar, named vice-president, and 
Jerry L. Grant, secretary-treasurer, were 
also on the ticket which was elected 
unanimously. Al Betz headed the nomi- 
nation committee. Mr. Grant begins his 
14th consecutive term. 

James Theise, chairman of the summer 
outing, one of the two social affairs of 
the year, announced Saturday, June 5, as 
the date of the outing, which will again 
be held at the Elks Club, Oakwood 
Heights, Staten Island. An effort will be 
made to re-enroll delinquent members. 


PLATINUM PRICES 


Platinum held steady during the month 
of March and on March 25 soft platinum 
was quoted at $58 per ounce, the same 
as a month previous. The quotations of 
this date were as follows: 

SO, wana dada Seed atatwe oe karen tae $58 





Containing 5% iridium ............ 62 
Containing 10% Iridium ........... 66 
pO a ea 135 
PE Sai cendan nates cdeetvesese 25 





Third Anniversary of Long Island Retail Jewelers Association 








The Long Island Retail Jewelers Asso- 
ciation “the baby” of metropolitan trade 
associations, held its third annual dinner- 
dance, Sunday night, March 14, in the 
ballroom of the St. Moritz Hotel, Man- 
hattan, with 225 members and guests 
present. Bennett H. Schwartz, who has 
been president since organization, was 
presented with a radio in recognition of 
his efforts. 

William Wagner, executive secretary 
of the Credit Jewelers Association of 
New York and New Jersey, was toast- 
master. Addresses were made by Phineas 
Peters, president of the Brooklyn R.J.A.; 
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Observed with Dinner-Dance and Floor Show at St. Moritz Hotel 


Hyman Goldschmidt, president of the 
Metropolitan R.J.A., and Louis Cutler, 
head of New York Jewelers Benevolent 
Association. Other guests were I. Geffen, 
president of the Bronx R.J.A. and David 
Greenberg, attorney-at-law. 

A floor show and dancing were enjoyed. 
A total of 25 door prizes was awarded. 

The banquet committee was composed 
of Mr. Schwartz, chairman; Edward F. 
Wagner, vice-president; Archibald De- 
Venuto, treasurer; Norman C. Hein, sec- 
retary; E. Werner Gross, recording sec- 
retary; Benjamin Friedman and Edward 
Pavlik. 
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QUALITY TALKS 


AMERICA’S 
LEADING 


GOLD SOLDER 
F. H. NOBLE & CO. 


MANUFACTURERS 
535-559 W. 59th St., Chicago 


Branch Offices 


ATTLEBORO NEW YORK 








Special Committee Aids Jewelers 
Visited by Flood in State of 
Indiana 


LAFAYETTE, IND.—The Indiana Retail 
Jewelers Association at an_ executive 
meeting named a Flood Relief Committee 
and took other steps to alleviate the hard- 
ships experienced by retail jewelers who 
had their establishments damaged in the 
recent flood. 

This committee, composed of President 
A. S. Rowe, Indianapolis, chairman; Fred 
Fromm, Indianapolis, and Herman L. 
Lodde, this place, managing director, has 
contacted individually all jewelers in the 
flood area and has also secured conces- 
sions from manufacturing jewelers. Al- 
though all the jewelers contacted have 
been in need they are all enthusiastic in 
their rehabilitation efforts. 

The committee is asking members of 
the association to contribute show cases, 
trays and jewelry fixtures not in use, 
and equipment to be given to the stricken 
jewelers. 


Ohio Association Aids Sufferers 


CINCINNATI—“I am still receiving con- 
tributions from retail jewelers in other 
parts of Ohio to distribute among those 
who suffered losses in materials, fixtures 
and property. Many jewelers, realizing 
how their fellow tradesmen lost heavily 
in the greatest flood in Ohio Valley his- 
tory, were only too glad to extend a 
helping hand to sufferers,” said Henry 
W. von Unruh, 932 E. McMillan St., 
president of the Ohio Retail Jewelers 
Association. 

“One month has passed and the fund 
is now quite low. In contrast, the spirit 
of afflicted jewelers is remarkably high. 
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PRESTIGE 


... long the by-word of the dis- 
criminating visitor to New York, 
and now, more than ever, significant 
of a keen appreciation of the high- 
est standards of gracious living. 
In the very midst of important 
New York and with direct con- 


Biltmore offers to its patrons the 
luxury, comfort, atmosphere, and 
service of a fine home. 


David B. Mulligan, President 


Madison Avenue at 43rd Street, New York 
Adjoining Grand Central 


to Grand Central, The 
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One by one, they are getting reestab. 
lished and again ‘open for business’: 
but some of them will not be back fed 
weeks, perhaps months. 

“It is during this trying period—mog 
trying because of lack of income, that we 
must help ‘keep their children’,” 


New York Diamond Workers Win 
10% Pay Increase 


A wage increase of ten per cent and 
an allowance equal to one per cent of 
each week’s pay for a vacation the lagt 
week in July was decided for members 
of the Diamond Workers Protective Ag. 
sociation of America at a conference jp 
New York March 15 between represep- 
tatives of the association and a commit- 
tee from the United Diamond Manufae- 
turers Association. 

The increase was effective as of March 
8. Approximately 200 diamond cutters 
of New York, all members of the pro- 
tective association, are affected. . 

Simon Barend, president of the United 
Diamond Manufacturers Association, said 
that the cutters are now being paid be- 
tween $40 and $78 a week. The diamond 
workers had asked for a boost of 15 
per cent and two per cent extra for va- 
cation money. 


Second-Hand Watch Law for Ohio 
Studied at Cincinnati 


CINCINNATI—Cincinnati Guild of the 
Ohio Watchmakers Association will make 
a thorough study of the New York State 
second-hand article law, which embraces 
the labeling of reconditioned watches. 
Local watchmakers assert that recondi- 
tioned watches must be so labeled in all 
jewelry stores so there will not be any 
doubt about their origin when offered for 
resale. It is possible that the legislation 
will be discussed at the annual conven- 
tion of the United Horological Associa- 
tion of America, at the Congress Hotel, 
Chicago, April 26 to 28. Rudolph Flax- 
meyer and Joseph Voss will be delegates 
to the convention. 


Canadian Jewelers Elect A. J. Roden 
President at Toronto Meeting 


Toronto, Can.—A. J. Roden of this city 
was named to succeed M. T. Ellis, retir- 
ing president at the recent annual gather- 
ing of the Canadian Jewelers Association, 
held in this city. About 800 persons were 
in attendance at the dinner dance which 
marked the close of the convention. 

Other officers named were, J. J. Ken- 
nedy, Toronto, vice-president; Walter 
Eilers, Regina, second vice-president; 
Bernard Allen, Toronto, honorary trea- 
surer; and O. M. Ross, Toronto, secre- 
tary. 


CHARLES H. BAIRD 


PHILADELPHIA—For 45 years an em- 
ployee of J. E. Caldwell & Co., Chestnut 
and Juniper Sts., Charles H. Baird, 61, 
died March 22 in Presbyterian Hospital 
following an operation. For the past 12 
years Mr. Baird had been a resident of 
Yeadon, Delaware County. 


PRICES OF SILVER BARS 
London New York 
Spot O ficial 
March 21% 
March 11 20% 
March 18 20% 
March 25 20% 
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NEW, DIFFERENT 


popular gift item 


for Brides 





The De Luxe Clock Watcher Gift Set. 
Available inivory, red and chromium 
or black, red and chromium, wit) or 
without salt and pepper shakers. 


Your customers are always looking 
for gifts that are new, different, smart. 
Gifts that are expensive-looking, 
without being expensive! 

That’s why the MARK-TIME Clock 
Watcher makes an ideal feature item 
for your Spring wedding gift season. 
It meets all the above requirements 
and more. . 


It’s beautiful to look at and prac- 
tical to use. Helps the bride who is 
learning to cook. Times boiling eggs, 
baking cakes or any cooking. Dozens 
of other household uses. Easily set by 
a twist of the wrist. A musical chime 
signals “‘time’s up’’. Put a Clock 
Watcher in your window and see how 
it brings in eager customers. 


Trim and useful— 
lower in price—is 
the “Handy’’ Model 
Clock Watcher. Has 
the same reliable 
timing mechanism, 
same pleasant musi- 
cal chime as more 
expensive models, 





MARK-TIME. 


M. H. RHODES, Inc., NEW YORK 


ee ee ecaeei. 
| M. H. RHODES, Inc., I 
| Rockefeller Center, New Yor‘. | 
| Send me booklet about | 
| MARK-TIME Clock Watchers. | 
| NAME... o.oo occccccecccceceecececeeceeeee | 
| | 
| Ee ee ee | 
L J.C K.4? 
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Chicago A.G.S. Group Makes Ready 
for Sectional Meetings in 
Palmer House in May 


Final plans for the first general gather- 
ing of students of the Gemological Insti- 
tute of America and of the American 
Gem Society to be held at the Palmer 
House, Chicago, May 9 and 10, will be 
made at a meeting of the study group of 
the Metropolitan Chicago Chapter in the 
Pittsfield building, Chicago, the night of 
April 14. The Chicago Chapter, di- 
rected by H. Paul Juergens, president, 
and Hans J. Bagge, secretary, will be 
hosts to students from the entire Mid- 
Western area, and Robert M. Shipley, 
president of the Gemological Institute; 
Robert Shipley, Jr., laboratory director; 
Dr. A. J. Walcott, leader of the Chicago 
and Milwaukee study groups and cer- 
tified gemologists of the Chicago area, 
will lecture on gemological subjects, 
demonstrate gem-testing apparatus and 
lead discussions during morning, after- 
noon and evening sessions both days of 
the conclave, attendance at which will be 
limited to 70 members, so that practical 
study work may be divided into seven 
units, each consisting of 10 members and 
an instructor. 

Robert M. Shipley will address a spe- 
cial meeting of the Northern Ohio Guild 
at the Statler Hotel, Cleveland, April 2. 
Study groups in April will include: 
Minnesota-Western Wisconsin at Min- 
nesota University, Minneapolis, April 1; 
Washington, D. C., at Galt & Bro., Inc., 
April 5; Nebraska-Western Iowa, at 
Omaha, April 7; Central New York at 
Colgate University, Hamilton, April 11; 
Boston at Boston Society of Natural 
History, April 14; New York City, at 
Marcus & Co., Inc., April 15; Milwaukee, 
at Pfister Hotel, April 15; New Jersey, at 
Douglas Hotel, Newark, April 16; and 
Michigan-Northern Ohio at Statler Ho- 
tel, Detroit, with Hans J. Bagge of Chi- 
cago, a certified gemologist, talking on 
“Diamonds.” 





Federal Trade Commission Directs 
National Silver Co. to Halt 
Certain Labeling 


WasHINGTON, D. C.—The Federal 
Trade Commission has directed the Na- 
tional Silver Co., New York City, to dis- 
continue using the word “stainiess” as 
a trade name, on labels, stamps, or in 
advertising matter descriptive of knives 
and flatware cutlery not made of steel 
containing from nine to 16 per cent of 
chromium and not to exceed 0.7 per cent 
carbon; and the word “stainpruf” or a 
word of similar import in branding and 
advertising chromium-plated knives and 
flatware. 





January Diamond Imports Valued at 
Almost $3,000,000 


WasHINGTON, D. C.—Diamond imports 
in January were more than one and 
one-quarter million dollars greater than 
they were during the same month in 1936, 
according to the monthly report of the 
Department of Commerce. The total of 
rough and cut diamonds was $2,953,545 
and exceeded imports of every month 
but one of 1936. 





42-HOUR WEEK ADOPTED 


SPRINGFIELD, Mass.—All retail jewelers 
in the city, members of the Merchants’ 
Division of the Chamber of Commerce, 
have adopted a 42-hour week for em- 
ployees without reduction in pay. 
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Every conceivable sport is served by the 
wide variety of items in the extensive 
Fisher Sport Jewelry Line. Build up your 
sports jewelry business by showing some 
of these fast selling numbers. Leading 
wholesalers can supply you on short notice 
—otherwise, write us. 


EXTENSIVE LINES OF FINE 
CROSSES 
LOCKETS 
ROSARIES 
COMPACTS 
NOVELTIES 


J. M. FISHER COMPANY 


Manufacturer to the Wholesaler for over Fifty Years 


ATTLEBORO (Est. 1879) MASSACHUSETTS 
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- BALTIMORE |... CHARMS 


GOLD PLATED & SILVER 





| J. Levi, of Leon Levi, 316 W. Lexing- 
| ton St., returned home recently after an 
| extended trip to California. 
| Millard Braun, of S. J. Braun & Son, 
538 N. Gay St, recently completed a 
| cruise to South America. 
H. Greenebaum, of M. Greenebaum & 
| Sons, Inc., 104 N. Howard St., returned 
home from a short trip to Florida and 
| Cuba, recently. 


Phil Katz, of S. & N. Katz, Inc., 105 N. 
| Charles St., and Milton Erlanger, of the 
| same firm, recently enjoyed fishing and 
| golfing in Florida. 
| Jay Engel, of J. Engel & Co., returned 

home at Easter from a 17-day South and 
| Central America trip aboard the S.S. 
| Peten. Leon Engel, of the same firm, who 
| is making the trip will return later. 

Albert S. Smyth Co., Inc., wholesale 
jewelers, 5 Hopkins Place, have moved 
from the third to the fourth floor where | 
they have larger and more modern quar- | 
ters. New equipment has been added. 


Ferd Kohner, of Max Kohner, 104 
VO LUM E Fayette St., returned recently from a two 


weeks’ trip to Florida, accompanied by 


David Goldstein, of H. O. Hurlburt & 
Son, Philadelphia. 


with J. Engel & Co., Inc., wholesale jewelers, 

Baltimore St at Hopkins Place, have 
@ftA fy greatly enlarged their quarters by annex- 
ing the third floor of the building. New 
fixtures have been installed in the new 
space. 


SIMONS BROS. CO. 


Jewelry Workers’ Union Drives for 269 South 9th St. Philadelphia 


New England Members 


PROVIDENCE—A campaign is being con- * 
ducted in this city and the Attleboros to High Grade 


You can sell CLIPSHAVE with con- | "ionize the jewelry workers and several G Reconditioned 

fidence because it is without question the | ™¢ctings have been held in these centers Ua, 

greatest value in the market today. It | during the past few weeks looking to *Nteo Watches 

has exclusive features such as the two- | S¢cure sufficient membérship to control the d 

way shearing head with V-shaped notches, | ‘"dustry throughout New England. 

and a triple-impulse motor that is amar | ee ee ene esational Jewelry “tm 
> 5 vi 

flats sea power” CLIPOBIAY- | paces east 2TS | | sa GS) ono 

smoother, cleaner, faster shaves. For | °TShip with the assistance of officials of 

neat, professional trimming of sideburns, | te State branch of the American Federa- 

beards and mustaches CLIPSHAVE tion of Labor, in enrolling new members. 

can’t be beat. Women like it, too, for re- | It is reported that many enrollments are 

moving superfluous hair easily and safely. — — and it is — that, mer’ “oo 

CLIPSHAVE is clogproof, self-sharpen- as the locals attain suincient strength, the 


: : . energies of the organizers are to be di- 
ing, self-cleaning. Operates economically. | acted at the unionization of individual 


There are real profits for youin CLIP- | plants. 
SHAVE —the ten-dollar seller with great | — 
potential volume and a good mark-up. J. RANDOLPH MARSHALL 


CLIPSHAVE is doing its part to boost : 
consumer demand with a powerful adver- | .,21)"\ice-president of the Farcell Silver See 
—— Saw PP a Plating Co., 424 Sixth Ave., New York, 


national magazines as The Saturday Eve- 


'— 
ning Post, Collier’s, Time, Liberty, Es- ge tinge 8 —" A gps Famous (Thin Model) 12 Size 


quire, Life, American, and many others. 45 years old. Mr. Marshall was a great- 17 JEWEL COLONIAL 


Purchase through your wholesaler or | grandson of Chief Justice John Marshall. WALTHAM 
write for full information on discounts, | He was a graduate of the University of ; cones 
display material, etc. to Virginia. 14K Wane Geld Filled, . sain 12.00 

Same in Streamline Elgin 12.50 


CLIPSHAVE, INC. ido EUGENE S. CLARK For many other exceptional 





11 North Pearl Street SANDWICH, Mass. — Eugene Seymour values, send for our new six- 
Port Chester, New York Clark, 81, prominent jeweler, was found teen page illustrated cata- 
dead Feb. 26, having died in his sleep logue 
during the night. si 

A ches of Middleboro, son of Robert WEKSLER & GOODMAN, Inc. 
and Hannah Clark, Mr. Clark came to Distributors of Keystone, Star, Belove, Master 
Sandwich as a young man, and for over and |. D. Watch Cases 
50 years conducted a jewelry business 5 SOUTH WABASH AVE., CHICAGO 


| here. 
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J. Babakian, Jr., of the Art Craft 
ewelry Co., 1 W. 47th St., has recently 
been making a midwest business trip. 

N. A. Franceschini, a jeweler for more 
than 30 years, has opened a jewelry shop 
at 2131 Nostrand Ave. 

The Harman Watch Co., has enlarged 
its quarters by leasing the entire ninth 
floor at 2 W. 46th St. ; 

Henry Miller, of Miller and Veit, 630 
Fifth Ave., returned on the S.S. Saturnia, 
from Amsterdam and Antwerp. 

Reginald Reichman, of the firm of 
Reichman Bros., Inc., 20 W. 47th St., re- 
cently returned from the European dia- 
mond markets aboard the S.S. Normandie. 
0. J. Somers Co., importers of dia- 
monds, formerly at 22 W. 48th St., and 
the Somers Mfg. Co., are moving to 9 
Rockefeller Plaza. 

W. S. Fishel, Sumpter, S. C., was a 
recent visitor here, where he attended the 
annual gift show. He has established this 
line in his store. 

Howard Sacks of the Lussac Watch Co., 
12 John St., is making a business trip 
to the West by auto, expecting to be on 
the road for two months. 

Jacob Cohen, of Jacob Cohen & Son, 
102 Canal St., will resume his duties here, 
some time this month, after wintering in 
Florida with Mrs. Cohen. 

Lawrence D. Frank, for many years 
associated with the diamond trade in 
New York, is now associated with the 
New York office of A. & J. Roselaar. 

The New York office of R. Wallace & 
Sons Mfg. Co., Inc., formerly at 411-413 
Fifth Ave., has been removed to 362 
Fifth Ave., 11th floor. 

Raymond Abraham, of the Raymond 
Watch Co., 551 Fifth Ave., returned on 
Tuesday, March 23, from Florida, where 
he enjoyed a short vacation. 

Charles Edward Paskow, of the Wm. 
V. Schmidt & Co., Inc., 22 W. 48th St., 
precious stone dealers, returned March 
22, after an extended vacation in Florida. 

The annual beefsteak and show of the 
24 Karat Club will be held Wednesday 
night, April 14, at the Hotel Warwick, 
54th St. and Sixth Ave. 

C. P. Wong, of the Chinese Gems Co., 
Inc., 20 W. 47th St., sailed Feb. 27 from 
Seattle, Wash., for a six months’ visit in 
the jade and semi-precious stone markets 
of Peipipg, Canton and Shanghai. 

Edward Lembeck & Bros., importers of 
semi-precious stones, are enlarging pres- 
ent quarters at 68 Nassau St., to include 
nearly an entire floor, to care for in- 
creased business. 

Martin Miller of Miller Bros., Dallas, 
Tex., sailed March 24 on the Manhattan 
with his bride for a trip to London, Paris, 
Antwerp and other foreign cities. The 
wedding was held on March 21. 

Nathan Holtzman Corp., importers and 
wholesalers of diamonds, watches, jewelry 
and materials, formerly at 68 Nassau 
St, on March 31, moved into larger 
quarters at 15 Maiden Lane. 

The firm of Chas. Gold & Co., manu- 

facturers of gold and platinum novelties, 
at 36 W. 47th St., has leased larger 
quarters on the 13th floor in the same 
building. 
_ Klebanoff & Grossman, manufacturing 
jewelers at 102 Fulton St., have leased 
new quarters at 74 W. 46th St. Business 
will be transacted at the new address 
about the middle of this month. 
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NEW YORK: 


Alfred Schickerling Jewelry Co., Inc., 
manufacturers of fine sports jewelry and 
novelties, have leased larger quarters in 
the same building at 36 W. 47th St., 
which will be occupied May 1. 

Herbert Kinstler has severed his con- 
nection with Kinstler & Petrone, 87 Nas- 
sau St., and is now manufacturing plati- 
num and gold jewelry under his own 
name at the same address. 

James Schulz, 15 W. 47th St., manufac- 
turer of watches, will sail April 28 on 
S.S. Europa to visit the factory at 
Geneva, Switzerland. He will also visit 
Paris and London. 

W. J. Salzman, for 21 years with A. 
Wittnauer Co. and Longines-Wittnauer 
& Co., Inc., is now associated with James 
Schulz, manufacturer of watch move- 
ments and unusual cases, 15 W. 47th St. 

Benjamin Lazrus, head of the Benrus 
Watch Co., sailed for Europe, March 24, 
on the Queen Mary, on an eight weeks 
trip, during which he will supervise the 
installation of additional equipment in 
the company’s factories. 

Alfred Wyler, of the Wyler Watch 
Co., arrived here from Switzerland on 
Monday, March 22, on the Queen Mary, 
and is consulting with his American 
agents, the Raymond Watch Co., 551 
Fifth Ave. 

Saul Blitz, president of the firm of 
Kittay & Blitz, Inc., sailed for Europe on 
the S.S. Manhattan, March 24. He will 
visit the principal stone centers in Europe 
and the Orient in search of new modes, 
returning in about three months. 

Alfred E. Stein has severed connections 
with the firm of Benjamin & Edward J. 
Gross Co., Inc., and has established a 
partnership with Harold Hayflinch under 
the name of A. Stein and Co. They will 
shortly present a line of diamond and 
wedding rings. 

J. Wesley Johnson, who has been con- 
nected with J. W. Johnson, Inc., 10 
Maiden Lane, for the past ten years, has 
taken over the uptown branch at 1 W. 
47th St. where he will continue the 
wholesale silverware business under the 
style of J. Wesley Johnson. 

Edward F. Wagner, 30-78 Steinway 
St., Long Island City, is having a modern 
front installed and complete alterations 
made to the interior of his store. There 
has been no interruption to trade during 
the work which is expected to be com- 
pleted in the very near future. 

Howard W. Boynton, treasurer of 
Handy & Harman, 82 Fulton St., has ac- 
cepted the chairmanship of the jewelry 
division of the commerce and industry 
committee to solicit contributions in in- 
dustry in New York for the Salvation 
Army, which during April will seek to 
raise $600,000. 

Air express shipments of jewelry in 
and out of New York City in February 
totaled 613, an increase over February, 
1936, when’ shipments totaled 510. 
Jewelry shipments in February of this 
year constituted 3 per cent of the total 
air express shipments for the city, says 
the Railway Express Agency. 

Samuel Heller, White Plains, importer 
of precious stones, died Feb. 28 at Miami 
Beach, Fla. Mr. Heller came from Russia 
in 1888 and worked as farmer, mechanic 
and salesman before entering the jewelry 
importing and manufacturing business. 

(Continued on page 114) 
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DIAL REFINISHING 


WATCH AND CLOCK 
HIGH GRADE EUROPEAN METHOD 
24 Hour Service 


Write for Price List 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 


Mathey-Tissot 
WATCHES 


HIGHEST GRADE SINCE 1886 
NORMAN .M. MORRIS 


INCORPORATED 
608 FIFTH AVE. NEW YORK 
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CHINESE GEMS Co, 
J ADE INC. 


and other Semi- 
Precious Stones for 
Compacts, Bags, 
Picture Frames and Boxes. 
Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 

















REPAIRING 


and Engraving on Jewelry and 





PX __ Silverware of Every 
ee Solky Bros., Inc. 
“/7T\~  142B Fulton St., New York 





EXPERT REPAIRS 


SI LV ERWA RB E 
Greatest Care Given to Heirlooms 
No job too small or too much trouble 


CURRIER & ROBY *'.0, Yor" 


“Lohengrin” 
HAND-CARVED 
WEDDING RINGS 


Every day more jewelers are handling 
these wedding rings exclusively. 


BLANCARD & CO. 3; P2W-2%rist 


NEWYORK 














Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Orders for Jobbing Stones and Rontenes 
Work Carefully and Promptly Fille 





and 
Diamond Mounted Jewelry 


WHITELAW BROTHERS 
Diamond Importers and Cutters 





48 West 48th St. New York City 


























DIAMOND CLIP PINS 
INCOMPARABLE VALUES 


SOL SPRUNG 


10 W. 47th St.. New York 
BRYANT 9-2044 








PLATING 


Chromium 
Rhodium 


Baby Shoes Metallized 


Tri-Pact Plating Co. 
20 Eldridge St., New York, N. Y. 


Gold 
Silver 











Watch and Jewelry Repair Tags 


“Patent Slot” with claim check and 
others; also Claim Check Job Envelopes 
—Improved Style—Priced very Tow. 
Special trade discount to jobbers 
Write for samples 


SUPREME TAG CO. 1107 Broadway, 


New York, N. Y. 








STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. E-4 
BRENET WATCH CO. 
266 W. 40th St., New York 








Ceat of Arms 


ENCRUSTERS 


BRAUNFELD &@ MEHLMAN 
108 FULTON STREET 
Drilling NEW YORK, N. Y. Gem Cutting 


IERCE= 


* WATCHES 


CUSTOM BUILT—FEATURED WITH 
Non - Magnetic HAIRSPRINGS 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Iliustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 


REDLICH 366 Firtn ave. 
newyork SILVERSMITHS, Inc. 


ESTABLISHED 47 YEARS 


Build Missing Pieces to Match Antique 
or Heirloom Services, Also Do Repairing 
That Requires Expert Workmanship. 


[)E | RECE—— 


CRYSTAL BALL WATCHES 
48 WEST 48TH ST. NEW YORK 



































New York Notes 
(From page 113) 


His widow, two sons and a daughter 
survive. 

Norman M. Morris, head of the watch 
importing firm bearing his name at 608 
Fifth Ave., sailed Saturday, March 27, 
aboard the S.S. Paris for a visit to the 
watch factories of Switzerland and 
France. He expects to return to his 
New York office, May 5, aboard the S.S. 
Champlain. 

Maurice Y. Nathan, president of S. 
Nathan & Co., Inc., will sail for Europe, 
April 7, on the SS. Washington, to visit 
the concern’s offices at Paris, London, Ant- 
werp, Idar and Gablonz. He also plans 
to meet the Far Eastern representative 
in Paris during his two-and-one-half 
month stay. 

Walter Kocher, formerly with the 
Walker Watch Corp., 48 W. 48th St., 
has entered business for himself in tem- 
porary headquarters at 630 Fifth Ave. 
He expects to take quarters in 9 Rocke- 
feller Plaza, May 1, when his offices there 
are finished. He will be U. S. represen- 
tative of the watch firm of S. Kocher & 
Co., of Selzach, Switzerland. 

Jacoby-Bender, manufacturers of watch 
attachments at 64 Wooster St., have an- 
nounced as their representatives William 
Bart, for the Middle West, with head- 
quarters at 29 E. Madison Ave., Chicago; 
D. Diamond, Pacific Coast territory, with 
offices at 220 W. Sth St., Los Angeles, 
Calif., and Paul Almo, for New York and 
the East, in the local office. 

Eleanor Doddridge Brannan, head of 
the New York Division of the American 
League Against War and Fascism gave 
a talk at the regular meeting of the New 
York Jewelers Benevolent Association, 
March 16. Miss Brannan, who was edu- 
cated at Oxford and Grenoble Universi- 
ties, is the granddaughter of Charles A. 
Dana, late editor of the New York Sun. 

The annual exhibition of jewelry de- 
signs by students of Mechanics Institute, 
20 W. 47th St., will be open to the public 
and the trade, April 8 and 9, from 7 
p.m. to 9 p. m. The exhibition promises 
to be the most successful in many years. 
Modern designs dominate the new crea- 
tions, according to Mr. Jakobb, the in- 
structor. Everybody in the industry is 
welcome and the exhibit is free of charge. 

Eight new courses have been added to 
the curriculum of the New York School 
of Display in Rockefeller Center, which 
the middle of this month will move into 
new and larger quarters in the Center. 
Model show cases have been installed 
for student practice and several addi- 
tional instructors, including Howard Ket- 
cham, color engineer, have been engaged 
to conduct the new courses. 

Quarters occupied by the Harvel 
Watch Co., 630 Fifth Ave., have been 
enlarged considerably through the an- 
nexation of adjoining offices. Henry H. 
Harteveldt, president of the firm, left 
recently on a two months’ trip through 
the South, and the following representa- 
tives of the firm are now covering their 
respective territories: Julius Spievack, 
middle west and southwest: Art Kiel, 
northwest, and Ray Hall, Pacific Coast. 

All officers were reelected for another 
term at the annual meeting of the Maiden 
Lane Historical Society, Thursday after- 
noon. March 25, in the rooms of the 
Tewelers’ Security Alliance, 15 Maiden 
Lane. Frank P. Somes was named 
trustee to succeed the late August Oppen- 
heimer, who was the oldest member. 
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GOLD ALLOYs 


FOR ALL COLORS AND KARATS 
FOR PLATE, WIRE OR CASTINC¢ 


GOLD SOLDER ALLOYs 
SPECIAL ALLOYS FOR ENAMELING Goips 


H. HENRICH, INC 


64 FULTOR 





Watch Crystals 
Stay Put with 
STICCA 


Order from your jobber or send 25¢ 
for full size bottle. 


TRIANGLE MFG. CO. 
740 Oakland Place Bronx, N. Y. 











Specializing Traveling and Boudoir Clock 
Also complete Leather Case Service 
110 West 40th St. e New York 


ONEST RETURN 
QUICKLY 
We buy gold scrap—sweeps 
filings — silver — platinum. 


NATIONAL SMELTING & RFG. CO. 


718 SANSOM STREET PHILA, PA. 











GEM-STONES 
By G. F. Herbert Smith 
An Interesting Authoritative Book 
Comprising 40 chapters and many 
diagrams, plates and tables by an 
outstanding authority. Over 300 
pages. Price $3.00. 
THE JEWELERS’ CIRCULAR- 
KEYSTONE 


239 W. 39th St., New York 














S 
WATCH DIAL 
REFINISHING 
DELUXE 


P. J. BREIVOGEL 
65-A Nassau St., NEW YORK CITY 
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GOLD 


SILVER 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


Wu WERTH &CO.. Inc. © 
Sliversmiths & Piaters ~~~ 
17 W. 45th St. ; 
New York City 


(Before) 





“18 years at the same 











ENGRAVED SEAL STONES 
ON For Schools and Colleges 
The S. E. MORRO Co. 


“Doing one thing well’’ 

















EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 


Antique Rings, Bracelets 
Enamel Work a Specialty 











ES” 
‘ _ 
DIMIES 
a 4» 
STERLING 
REET - BOSTOD 








Initial MARCASITE Jewelry 
mune ~qaamanmaae 
Sterling Silver 





Quality—finest 
Service—quickest 


Workmanship—best 


Send for our photo 
of Pins and Fobs 


MOHEL & MARIO, Inc. 





38 W. 32ad St. New York, N. Y. 
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Plans were made for a beefsteak dinner 
to be held in October. Fifteen new mem- 
bers were received, bringing the roster to 
151. Albert Ullman, historian, gave a re- 
view of the year. Henry Abbott, presi- 
dent was in the chair. 

Ray S. Neigigh, superintendent of the 
Elgin Observatory, presented an interest- 
ing lecture on the subject of “Time,” il- 
lustrated with motion pictures and stere- 
opticon slides, before a well-attended 
meeting of the Horological Society of 
New York, March 2. Another lecture 
of a similar nature, to be provided by 
the Hamilton Watch Co., is scheduled for 
an early meeting. R. Salomon, past 
president, commended President Benjamin 
Mellenhoff on the success of the recent 
annual dinner-dance. A business meet- 
ing will be held Tuesday evening, 
April 6. 

Parker Watch Co. gave a party to 
customers, contractors and friends March 
13, in the form of a housewarming for 
the new and considerably larger quarters 
the company has leased at 580 Fifth Ave. 
in which 3500 square feet of floor space 
have been leased, consisting of reception 
room, executive office, sales room, book- 
keepers’ room, general office, watchmak- 
ers’ department, shipping office, vault and 
receiving room, about four times the 
space the firm formerly occupied in the 
same building. The rooms are equipped 
with completely new and modern fitments. 
Louis Parker, head of the firm, returned 
recently from Switzerland, where he noted 
a price advance and a growing scarcity 
of most sizes. 


Mexico City Jeweler Asks to Help 
In Jewelry Publicity Campaign 


While in the midst of planning ways and 
means of raising the balance of $50,000 
to finance the Jewelry Publicity Campaign 
in the United States and Canada through 
April, 1938, the Jewelers Publicity Com- 
mittee, 22 W. 48th St., New York, un- 
expectedly received an offer of support 
from Mexico. 

The letter arrived March 25. It was 
from Manuel Romero de Terreros, secre- 
tary of the National Monte de Piedad, a 
retail jewelry concern in Mexico City. 
Senor de Terreros wrote in part: 

“We are one of the leading concerns 
in Mexico in the line of jewelry, and in 
this regard we wish to contribute to the 
special fund for the Jewelry Publicity 
Campaign for the period of one year, but 
as we do not know how much is the pay- 
ment for that subscription please supply 
us with all the data required.” 





CYRUS R. ADAMS 


FraNKLin, N. H.—Cyrus R. Adams, 
who had conducted a jewelry store and 
watch and clock repair shop on Main St. 
for 37 years, died March 14 at his home 
on Central St. He was born at Pomfret, 
Vt., Sept. 25, 1863. At the local Congre- 
gational Church, he had been a deacon for 
the last 15 years. 


—_—_— 


RAY BENGERT 


Kansas City, Mo.—Ray Bengert, 58, 
a manufacturing jeweler of this city for 
38 years, died late in February at the 
Excelsior Springs Veterans’ hospital, 
where he was a patient for a few days. 
He had been ill two weeks. His widow, 
two sons and a daughter, survive. 
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[ 3 Dignified, ethical retall 

a for jewelers, conducted 

an organization recog- 

nized nationally oe endorsed by hundreds ef 
prominent jewelers everywhere. 
















1) West 42nd St+., NEW YORK 








Perfect Pearl Stringing 


Specializing in repairing, weaving, 
twisting, knotting. Pearls and beads 
to match. 


LOUIS MAISNER 
48 West 48th St. New York, N. Y. 
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. JACK J. FELSENFELD } 
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SAVE 22.2i3S,12,20 == 
MODEL RING CO. 
101 Maiden Lane New York 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 











ELECTRO- PLATING a 
For Dyn 





Dy 
For 45 years Sal-Hyde has Rann . Tr. ase 
Electro-Plating of quality. 
SAL-HYDE IS A PREPARED PATENTED 


and chemicals. Ready for immediate use whea 
dissolved in water. Nothing else meccssary. 
Made in Rhodium, Geld in all shades, Silver, 
Copper, Nickel, @xidizing, Spotting, Stripping 
Send for cataleg and price list E99. 
Plating Taught Gratis te Users 
ef Sal-Hyde Salts 


The W. Green Electric Co. 
Manufacturers of Polishing Meters, Plating 
Generators, Sal-Hyde Electre-plating Salts 
and Platers’ Equipment. 

182 BROADWAY, NEW YORK 
Entrance 2 John Street 
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ELGIN & CYMA 
WATCHES —— 


LOUIS SICKLES 
1015 Chestnut St., Philadelphia, Pa. 
“Wholesale Distributors to the Trade” 








Z'RN KILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 
F.X. ZIRNKILTON #iitadeten: 


PHILADELPHIA 








MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & Grssons, INC. 
117 So. 10TH St. PHILADELPHIA 








BOWMAN 
Technical School 


Watchmakers 
j Engravers, Jewelers 
Write fer free beok “‘Your Future and Our Scheol.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 

















Maenubecturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street Philadelphia 


BYARD F. BROGAN 








ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 


SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 
(Satisfactory service for 42 years) 








OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awaiting your OK. 


IRE SMELTING & REFINING CO, 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 





Josef S. Milner, of the House of Milner, 
Inc., 706 Sansom St., has returned after 
a three weeks’ vacation in Florida. 


D. Atlas, diamond dealer, has _pur- 
chased the building at 721 Sansom St., 
formerly owned by D. A. Shapiro. 

M. Mendoza, salesman for the firm of 
John J. Herman, 735 Walnut St., left last 
month for an extensive southern trip. 

Store improvements and the installation 
of new show cases were completed re- 
cently by Jacob Beifeld’s of 135 S. 8th 
St. 

Matz & Co., wholesale jewelers, form- 
erly at 111 S. 8th St., recently took pos- 
session of larger and more modern quar- 
ters at 107 S. 8th St. 

Clinton C. Dickey who retired from a 
local jewelry firm several years ago, died 
March 16, at his home in Merchantville, 
N. J. He was aged 87. 

David Cohen, watchmaker and jeweler, 
3212 York St., was the loser in an action 
he instituted against two _ constables, 
charging assault and battery. 

Louis M. Gibbons, of Fulmer & Gib- 
bons, Inc., 117 S. 10th St., will leave the 
early part of April on an extended busi- 
ness trip to the Middle West. 

Mrs. Frances T. Katz, widow of the 
late George S. Katz, who conducted a re- 
tail business at 1943 Germantown Ave., 
died March 8. She was aged 82. 

William Lesse, of S. Lesse & Sons, 732 
Chestnut St., last month made a busines: 
trip through Pennsylvania, Ohio, Virginia 
and a number of other Southern states. 

George Kleitz, president of B. Kleitz 
& Bro. Co., Inc., Wilmington, Del., seri- 
ously ill for the past few months, is con- 
valescing at home and expects to be able 
to return to business the next few weeks. 

William C. Williams of Williams & 
Waples, 727 Sansom St., who suffered a 
severe attack of pneumonia, is convalesc- 
ing in the Frankfort hospital, where he is 
a patient. 


Saul Simon, formerly of A. Simon & 
Co., 135 S. 13th St., and now president 
of the Home Furnishing Company of 
Radford, Va., spent the Easter holidays 
in Philadelphia. 


Benjamin Nemirofsky, diamond impor- 
ter of 129 S. 8th St., left March 29, for 
a month’s business trip to Antwerp and 
other European cities, sailing from New 
York aboard the S.S. Paris. 


Lewis C. Michaels, well known in the 
Buckeye state, has joined the sales force 
of Louis Sickles to represent him in the 
same territory. His offices will be in 
the Hippodrome Building, Cleveland. 


Theodore Cooper, son of Fred J. 
Cooper, will be associated with his father 
in the firm of Fred J. Cooper, specialists 
in antique jewelry at 113 S. 12th St., dur- 
ing the summer school vacation period. 


Jacob Atlas, diamond dealer, 721 San- 
som St., died March 12 from a heart at- 


| tack at the age of 64. Mr. Atlas, who 


was in business for the past 40 years, is 
survived by his wife and one son, Henry 
G. Atlas. 

Philadelphia jewelers were well repre- 
sented at a Sportsmen’s Show held March 
25 at Convention Hall. Trophies, pres- 











entation watches and other jewelry items 
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were among the exhibits displayed in cop. 
nection with the show. 

The Sansom Street Businessmen’s Ag. 
sociation will have a good representation 
at the 31st annual banquet of the United 
Businessmen’s Association, with which jt 
is affiliated, Tuesday, April 8, at the 
Bellevue Stratford Hotel. 

The Sansom Street Young Men’s Bygj- 
ness Men’s Association on March 18 jg. 
sued the first number of the Sansom Streg 
Times, a little paper meant to engender 
good-fellowship and better trade rela. 
tions in Philadelphia’s Maiden Lane, 

Albert C. Van Meter, retired Philadel- 
phia jeweler, died March 1, at his home 
in Atlantic City. Mr. Van Meter ep. 
tered the jewelry business as a young 
man and retired a quarter century ago, 
He was 78 years of age. 

Isaac Shifren, wholesale jeweler of 
734 Sansom St., has announced registra- 
tion of the name “Stetson” for a new 
watch to be manufactured by the firm in 


(Please turn to page 121) 


Philadelphia College of Horology 


BCHOOL FOR WATCHMAKERS 
JEWELERS AND ENGRAVERS 





PHILADELPHIA, PA. 











1847 & Wm. ROGERS SILVERWARE 


Complete Stock On Hand 
oe omy me 


Ge 
Peesonsty 
SCRANTON, PENNA. 


“FACTORY DISTRIBUTORS” 


RHODANIZING 


PREVENTS SILVER TARNISH 
SEND US YOUR SILVERWARE 
AND WE WILL FURNISH ESTIMATE 


KEYSTONE SILVER CO., INC. 
733 SANSOM ST., PHILADELPHIA, PA 




















SPECIAL ORDER WORK IN 


PLATINUM AND GOLD 
HIEGL & HLAVATSCH 


Mfg. Jewelers 
720 SANSOM ST. PHILADELPHIA, PA. 
Repairing. Satisfactory Serviee for Over 20 Years 














A Complete line of rebuilt 
American wrist and railroad 
watches. Send for our new 
Spring Catalog. 


CENTRAL 


REBUILTS 


STYLE @ QUALITY @ SERVICE 
CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 

134 S. 8th St. Phila., Pa. 
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Shots From the Newsreel of the Month 
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ABOVE—Construction work at the Warren Telechron Co., Ashland, Mass., will comprise about 20,000 square feet of office space and 30,000 square 
feet of additional factory space. 
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ABOVE—Salesmen for the klolmes & Edwards Division of International 
Silver Co. photographed at their first general conference since 1929 at Rayer er a arr cer ror 
the Sales Service Institute, Meriden, Conn 


ABOVE—Bronze plaque honoring the late Joseph Bulova, 
erected in the office of the Bulova Watch Co.,_Inc., 
New York. 


Ee Te ne ee 


LEFT —A variety 
of personal jewelry 
was included in 
this valentine dis- 
play of Barr’s, 
Philadelphia. 





RIGHT —Mrs. 
Roosevelt, “First 
Lady,” received 
this desk set of 
gold and marble, 
made by the Her- 
bert Mfg. Co., 
Shreveport, La., as 
a token from that 
city. 
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MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





PARK AVE 


FP 


ANCHESTER 
SILVER COMPANY 


PROVIDE RHODE ISLAND 





OBO 
Sterling Silverware 
and Novelties 


Send for Catalog 


G.H.FRENCcH & COMPANY 


d 
NORTHATTLEBORO MASSACHUSETTS 





MIRPO SILVER POLISH DE LUXE 
Amerien’s Best. Non-poisenous. Non-inflammable 
Easily applied; easily removed. 

Order thru your jobber or direet. 

Write for free sample. 


MIRPO PRODUCTS MFG. CO. 
LaPORTE, INDIANA 











aUTTLe 


ARISTOCRATIC 
STERLING 


TUTTLE AR 
SILVER "Sure mann 
CO.INC. 


107 
Ww. CANTON ST. 


HAN NAH BOSTON, MASS. 
wey Sitve® 


ONSLOW 


a 











SILVER 
POLISH 


SVVERS AW 


A superior polish — bocked 
by over o century of experi- 
ence in the manufocture of 
fine silverware. For use and 
rescle—borrels to 3 02. jars. 


REED & BARTON Taunton, Mass. 











DUB-L-LOK 
WORKS AUTOMATICALLY 


The Safest Safety Catch 
Sample on request 


WELLS MFG.CO. A r20%° 











PROVIDENCE: 


Frank Tappan and wife of Attleboro 
are enjoying a vacation period in Florida. 


Edgar Brunschwig, of N. Levy & Co., 
left recently on a tour of the world. 


Bliss Bros. Co. has completed removal 
of its office and plant from 191 N. Main 
St. to 40 Dunham St., Attleboro. 


R. H. Whitman, who has been ill for 
several weeks, has reopened his retail 
and repair store, at 212 Union St. 


A 22-year-old youth in the employ of 
the Uncas Mtg. Co., Inc., was fined $20 
and costs a few days ago, after pleading 
guilty to a charge of stealing six rings. 


William A. Shawcross, of Monroe 
Block & Co., has returned from Miami, 
Fla., after several weeks recuperation 
from a nervous breakdown. 


Frederick A. Ballou, Frederick A. Bal- 
lou, Jr., Horace M. Peck and Archibald 
Silverman have been elected directors of 
the Old Colony Co-operative Bank. 


A regular dividend of 25 cents a share 
on the common stock of the Gorham Mfg. 
Co. was payable March 15 to stockhold- 
ers of record of March 1. 


The Gorham Mfg. Co. has been 
awarded the contract for the bronze 
work and grills for a $50,000 mausoleum 
being erected in Swan Point Cemetery 
here. 


Archibald Silverman, of Silverman 
Bros., and Mrs. Silverman have been 
named as Providence representatives on 
the National Council of the United 
Palestine Appeal. 


Col. Harold R. Barker, treasurer and 
manager of the Fulford Mfg. Co., has 
been promoted to Brigadier General in 
command of the 68th Field Artillery 
Brigade, U. S. N. G. , 


Morris W. House, a director of Tilden- 
Thurber Corp., died March 2, at his 
home in this city following a brief ill- 
ness. He had been associated with the 
company since 1889. 

At the regular monthly luncheon and 
meeting of the Metal Findings Manufac- 
turers Association held at Narragansett 
Hotel, March 3, conditions and prospects 
were discussed. 


L. G. Balfour, of the L. G. Balfour 
Co., Inc., Attleboro, has been spending a 
vacation at Bermuda. While there he 
won the amateur golf tournament, 2 to 
1, from Bruce K. Thompson. 


Louis S. Hodges, 85, who served as a 
road representative for 32 years for the 
manufacturing jewelry firm of E. A. Pot- 
ter Co. of this city previous to his retire- 
ment, died at his home in Attleboro, Feb. 
23. 


Representatives of several manufactur- 
ing jewelry concerns in the Attleboros at- 
tended the committee hearing in the Mas- 
sachusetts State House, Boston, March 
9 in opposition to the proposed two per 
cent sales tax. 

Sympathy of the trade is extended to 
Charles A. Russell, treasurer and man- 
ager of Irons & Russell Co., Inc., in the 
death of his wife at the age of 74 years. 
Mrs. Russell was the mother of Albert 
I. Russell, president-secretary of the 
company and mother-in-law of Alfred B. 
Lemon, president-treasurer of E. L. 
Logee, Inc. 
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Roland & Whytock Co., Inc., hag re. 
moved its plant and offices from 2% 
Calendar St. to larger and better ap- 
pointed quarters in the Wall building, 
162 Clifford St. 


HORACE F. CARPENTER 


PRrovipENCE—Horace F. Carpenter, for 
more than 60 years a gold and silver re. 
finer, died Feb. 28 in his home at 1766 
Broad St., in his 95th year. 

He was a charter member, and for 
nearly 20 years treasurer of the Proyj- 
dence Jewelers’ Club and its successor, 
the New England Manufacturing Jewel- 
ers’ and Silversmiths’ Association; dis. 
coverer and developer of the method of 
salvaging valuable by-products from 
photographic waste and a process for ob- 
taining chemically pure gold for com- 
mercial purposes, and a nationally known 
writer on chemistry mineralogy and 
At his funeral, March 2, 
there were a number of the oldest mem- 
bers of the jewelry industry of this city 
and the Attleboros. 

While a student at Brown University, 
he built a small brick furnace in the cel- 
lar of his home and conducted experi- 
ments in chemical analysis and refining, 
as a result of which he established an 
immense business in salvaging nitrate of 
silver and chloride of gold from photog- 
raphers’ waste. 

About 1860 he went into partnership 
with the late John Austin and estab- 
lished a gold and silver refinery business, 
which continued for more than 10 years, 
when they dissolved, each engaging in 
the same business for himself. Mr. 
Carpenter continued until 1912, when he 
gave over the active charge of the busi- 
ness to his son. He married Feb. 23, 
1895, Miss Jennie Hastings of Spencer, 
Mass., who died last October. Some years 
ago Mr. Carpenter presented to the Wil- 
liam H. Hall Library at Edgewood his 
extensive musical library, and to the 
city of Providence he gave his library 
of nearly 250 volumes on natural history, 
a collection of 1200 species and varieties 
of minerals, and a collection of 75,000 
specimens, including 4000 species of shells. 


TRADE PAYROLLS UP 


ProvipENce—Payroll withdrawals from 
Rhode Island banks by the manufactur- 
ing jewelry and silverware industries dur- 
ing February were 9.1 per cent greater 
than in February a year ago and, not- 
withstanding the shorter month, were up 
8.9 per cent from the preceding month. 
The payroll of these industries amounted 
to $943,067, according to a report re- 
leased a few days ago by the Brown 
Bureau of Business Research. 


JEWELRY IN FASHION SHOW 


Hotyoxe, Mass.—Almost the entire 
new Hotel Holyoke was converted into 
a style center March 9 when the Me 
Auslan & Wakelin Co., Inc., department 
store and Leo Simard, jeweler, gave & 
preview of the season’s newest fashions. 
Approximately 1,200 people were seated 
in the large and small ballrooms, the 
Florentine room, the mezzanine, the cock- 
tail lounge and the lobby. 
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A window of Vogelsang’s jewelry store, 
208 E. Fifth st., was shattered by thieves 

tly. 

7 C Hutt, Atlanta, Ga., has been 

named representative of the Gerwe- 

Frohman Co., 18 W. 7th st. He will 

travel through the southeast and take over 
the accounts formerly called on by Charles 

Payne. 

A diamond-studded gold medal has 
been offered by Earl Pohlmeyer, jeweler 
and diamond dealer, 12 E. 6th st., as one 
of the prizes in an open bowling tourna- 
ment to be conducted by a local news- 
paper. 

The third move made by W. J. Barker, 
retail jeweler, in his 45 years in Cin- 
cinnati, is to a store at 442 Main st. The 
Barker store had been located in the 
vicinity of 4th st., and Central Ave. for 
25 years. 

Frank H. Lodge of the Ingersoll- 
Waterbury Company was a guest at the 
weekly luncheon of the Town Criers dur- 
ing his last trip through Cincinnati. R. 
T. Welling, retail jeweler of Lockland, 
suburb of Cincinnati, also sat with the 
Criers during the same session. 

Spencer Brown, of the Seth Thomas 
Clock Co., Inc., took a lesson in duck pin 
bowling during a week-end visit to Cin- 
cinnati when he was shown how to 
strike out on four final rolls by E. J. 
Eckerle, jeweler of Elmwood Place. A 
foursome was composed of Brown, 
Eckerle, Anton Gangl and J. Charles 
Hummel. 

A double birthday celebration was held 
at the Rough Riders camp at Remington, 
Ohio, by a number of jewelry salesmen 
and friends over the week-end, March 
6 and 7. The club celebrated the birth- 
days of Stafford Ruschart and Irvin Geb- 
hardt. Other jewelry dealers in the party 
were Carl Thoma, Carl Schreiber, J. 


Charles Hummel, secretary of the Town ~ 


Criers and Leroy Poe, jeweler of Eaton, 
Ohio. 

The robbery of the jewelry store of 
Phil Haas, 718 Vine st., was solved within 
a few minutes with the arrest of a man 
who was captured in a nearby alley by 
two policemen of the Ohio Messenger & 
Telegraph Co., who responded to a burg- 
lar alarm. A watch was picked up in the 
alley and the man admitted that he had 
dropped it. He had been paroled from 
an Indiana reformatory to which he had 
been sentenced for larceny. 

Albert Sauer, president of A. Sauer 
and Co., tubular strap manufacturers, re- 
turned to Cincinnati, Mach 11, after a 
five weeks’ tour of tropical countries, ac- 
companied by Mrs. Sauer. They took 
a train to Mexico City and then flew from 
the Mexican capital to Guatemala, Hon- 
duras, San Salvador, Costa Rica and the 
Panama Canal where a steamer was 
boarded at Cristobal to New York City. 
Mr. and Mrs. Sauer stopped in three 
cities on their return to Cincinnati. He 
said his firm has far exceeded last year’s 
business over a similar period. 

_ Albert P. Honer, 80, retired retail 
Jeweler, died at his home, 3631 Michigan 
Ave., Hyde Park, from a heart ailment. 
He retired three years ago after selling 
the store he conducted at 410 Central 
Ave. for many years. Mr. Honer suc- 
ceeded his father, who started a store 
in the Queen City in 1854. Giving up 
active affairs, Honer interested himself 
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in the development of flowers around his 
home. Burial was made in Spring Grove 
cemetery. Mrs. Mary Morris Honer, his 
wife, two sisters and two brothers sur- 
vive. 

One change in location was made by re- 
tail jewelers in Cincinnati who were af- 
fected by the waters of the Ohio river rec- 
ord flood during the first part of February. 
Edward H. Alich, who had been at 1604 
Freeman Ave., moved to 1564 Freeman 
Ave., where he opened his establishment 
on St. Patrick’s Day. He is one door re- 
moved from E. Wagner & Sons, another 
jewelry firm closed by back wash. J. H. 
Reinstatler, jeweler at 848 Clark St., was 
still waiting for new cases for his store 
March 20, although he reopened his place 
immediately after the unwelcome visitor 
left his place. Alphonse Schneider on 
Spring Grove Ave., near Knowlton’s 
corner is doing business at the same store, 
even though a great deal of recondition- 
ing had to be done around his estab- 
lishment. 

There is a feeling of optimism in jew- 
elry circles generally and all expect to 
do more business this year than last. 
Members of the Town Criers who return 
to headquarters for a couple of days 
before starting out on their second yearly 
trip report increases in orders. One of 
the travelers for a local house looked 
dismally at his prospects for a_ short 
while but his chagrin was short-lived, as 
he is well ahead of comparative periods 
of 1937 and 1936. Three of his principal 
locations were tied into Gordian knots 
for some time, two by the flood and an- 
other by a motor strike, but the business 
already contracted for gives him an edge 
for the year. Some of the trips were 
interrupted by the high water and forced 
changes of routes, but it is having no 
effect on conditions and the road men 
are fast forgetting about the high water. 





Harry J. Mitchell Named President of 
Fraternal Association of 
Chicago Jewelers 


Cuicaco—At the annual meeting of the 
Fraternal Association of Chicago Jewel- 
ers held March 6, the following officers 
were elected for the ensuing year: 

Harry J. Mitchell, president; Thomas 
J. Noonan, vice-president; John G. 
Leiner, secretary-treasurer; and Edward 
T. Boes, E. S. Heller, E. L. Badgley and 
Allen Pinero, directors. Most encourag- 
ing reports were made by the treasurer 
and membership committees. Twelve 
new members were elected and John G. 
Leiner reported a cash balance of $1,226 
and bonds on hand in value of $10,500. 
No annual dues have been collected for 
three years and only two assessments 
were made during the past fiscal year. 





CHARLES H. CLARK 


AruincTon, Mass.—Charles H. Clark, 
prominent figure in the jewelry business 
in the Attleboros for over 50 years, who 
traveled throughout the country, died at 
his home, here, March 9. Before his re- 
tirement he had been connected with the 
W. D. Whiting Co., J. G. Cheever Co., 
J. F. Sturdv’s Sons and W. G. Clark and 
Co., the latter owned by his brother. 
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PETER HENRY & SON 
WATCH CASE ‘REPAIRING 
GOLD AND SILVER REFINING 


Prompt Service. Maximum Returns 
610 Glenn Bidg., 5th & Race Sts., Cincinnati, Ohie. 
Give us a trial. 











10% Iridium Platinum 
SCHIRA BROS. 
PLATINUMSMITHS 
15 W. Sixth St., Cincinnati, Ohio 
PLATINUM WORK A SPECIALTY 








THE MAINSPRINGS 
IN YOUR ASSORTMENT 
Should be of Uniform Quality. Otherwise dif- 


ference in size does not necessarily mean equal 
difference in Strength. 


SANDSTEEL CROSSCURVED MAINSPRINGS 
Are made in practically all sizes and styles, for 
American and Swiss watches. 


Use Them For Positive Results 
Made in U. S. A. by 


WATCH-MOTOR MAINSPRING CO., INC. 
145 Hudson St. New York City 








Surplus Outlet Co. 


Cash buyers of complete 
Jewelry Stores or your surplus 
stock. References, Jewelers’ 
Board of Trade and American 
National Bank, Chicago. All 


communications confidential. 


PAUL ROSENBERG, Mgr. 
5 So. Wabash Ave., Chicago, Ill. 











A Short Course in Engraving for 
Jewelers 


By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
239 W. 39th St., New York 















KARVIT cin 


Sold by leading jewelers 
from coast to coast. Pol- 
ished chromium. $9 per 
dozen. Retails $1.50. 


Write for circular. 


Pocock Laboratories 
Ann Arbor, Mich. 
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GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATlantic 1465 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successore to Heeren Bros., Company 
140 8TH ST., PITTSBURGH, PA. 








FOR 


SPRING AND SUMMER 


STYLISTS IN LADIES' WEAR 
DICTATE THE USE OF 


PEARLS 


DELTAH’S 


BEAUTIFUL CULTURED PEARLS RE- 
TAILING— 


$20.00 to $60.00 


FINE IMITATION PEARLS RETAIL- 
ING— 


$2.50 to $15.00 
ALSO FINE SELECTION 


WHITE STONE JEWELRY 
BRACELETS — BROOCHES 
CLIPS 














APPROVED DISTRIBUTOR 
ELGIN WATCHES 


WE SERVE THE 


TRI-STATE DISTRICT 





SAMUEL 


WEINHAUS 


COMPANY 
720-722 Penn Ave., Pittsburgh, Pa. 














PITTSBURGH: 


S. Eger is opening a new retail jewelry 
store in Irwin, Pa. 3 

Herbert Art, Alliance, Ohio, retail 
jeweler, has returned from a vacation in 
Miami, Fla. 

Eugene Kay, Inc., Warren, Ohio, retail 
jewelers, contemplate extensive improve- 
ments to the store. 

William Race, of the International Sil- 
ver Co., Inc., Meriden, Conn., called upon 
the local distributors here, March 17. 

Robert Margolis recently moved into 
a new store in Homestead, Pa., which 
was equipped by C. Proessler & Son. 


Walter E. Elchlepp, manufacturing jew- 
eler, announces the removal of his shop 
from 405 Fourth Ave. to 601 Magee 
Bldg., 36 Fourth Ave. 

Emil Freyer, president of the Samuel 
Weinhaus Co., Inc., 720 Penn ave., has 
returned from a buying trip to New York 
and Providence, R. I. 

Norman DeRoy of Joseph DeRoy & 
Sons, 311 Smithfield st., and wife, have 
returned from a vacation in Miami. They 
flew from Florida to Havana for a few 
days. 

Walter Einstein, Canton, Ohio, associ- 
ated with the Einstein Jewelry Co., has 
returned from a vacation in Florida. His 
father, who operates the business, is now 
in Miami. 

Morris Borof, Monessen, Pa., is moving 
into a new store. A complete set of new 
fixtures has been installed by C. Proessler 
& Son, fixture and cabinet makers of 
Pittsburgh. 

A number of prominent Pittsburgh 
jewelers attended funeral services for 
Seeley N. Levy, Johnstown, Pa., who died 
early in February. Mr. Levy had been 
associated with the jewelry business for 
many years. : 

Grafner Bros., 818 Liberty ave., have 
been making alterations to the interior of 
their store, including a new office, espe- 
cially fitted for sorting, handling and buy- 
ing of diamond merchandise. The installa- 
tion is being made by C. Proessler & Son. 


Announcement has been made of the 
appointment of Thad. B. Reese as gen- 
eral manager of G. L. Ruff & Co., jewel- 
ers, 111 Market St., Johnstown, Pa. Mr. 
Reese has been affiliated with various 
firms in the Johnstown district, where 
he located following the World War. 

Maurice W. Rihn, manager of the Ter- 
heyden Co., Inc., 530 Smithfield st., re- 
ports business unusually good. In his 
opinion, the jewelry trade will enjoy 
splendid business for months to come, be- 
cause, in this particular district, the large 
steel companies are booked ahead so far 
with orders that plants will operate to 
capacity well into the next year. 

North Side police have arrested a sec- 
ond suspect in connection with the recent 
looting of the John C. Grau jewelry store, 
613 E. Ohio st. McKeesport police also 
are holding a suspect in connection with 
the recent looting of Richard Turner's 
jewelry store, 405 Ringgold st. Approxi- 
mately $550 worth of jewelry was taken 
in connection with the latter looting. 

E. P. Albright, manager of the jewelry 
department for Kaufmann’s Department 
Store, reports that business is two and 
one-half times ahead of the corresponding 


(Please turn to page 121) 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








WATCH MATERIALS 
JEWELRY SUPPLIES 
* 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VIF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


406-7 Clark Building Pittsburgh, Pa. 











C. F. HILLEGAS 


Expert Jewelry Engraving 
Ring Carving and Designing 


415A Clark Bidg., Pittsburgh, Pa. 




















GOLD and SILVER 
Scrap and Wastes 
PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 

















“VEIRNON-BENSHOFE CO.” 


Clark Building Pittsburgh, Pa. 
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Pittsburgh 
(From page 120) 

4 +» 1936. Diamond sales are un- 
4 Saeed and the outlook is very re- 
assuring, in his opinion. Mr. Albright 
recently returned from New York where 
he had gone on a business trip. 

The Vernon-Benshoff Company and the 
Grogan Co., Inc., recently contributed 
prizes in connection with an exhibit spon- 
sored by the Associated Artists of Pitts- 
burgh, which was held at Carnegie In- 
stitute. The Vernon-Benshoff prize was 
for the best example of craftmanship in 
gold, silver or platinum, while the Gro- 
gan award was made for the most ar- 
tistic design in sterling silver. The ex- 
hibition attracted considerable attention 
and the prizes were awarded in order 
to encourage handcraft work. 


A bold gang of window smashers made 
the rounds in Pittsburgh’s “Maiden Lane” 
during the latter part of February and es- 
caped with loot of undetermined value. 
The first robbery occurred at the Grogan 
Co., Inc., 541 Wood st., where a window 
was smashed with a padded missile and 
seven watches, worth approximately $400, 
were taken. Three days later, the win- 
dow in the Terheyden Co., Inc., 530 
Smithfield st., was broken in a similar 
manner and a number of miscellaneous 
items removed. Several days later, ap- 
parently the same gang moved down to 
Hardy and Hayes Co., Inc., 529 Wood 
st. crashed one of the windows, broke a 
glass case in the window, and stole a 
number of watches. As a result of these 
wholesale robberies, downtown merchants 
have lodged a formal protest with Mayor 
Scully, charging inadequate police pro- 
tection in the district. 





Jewelers’ Committee Named for 
Philadelphia Charities 


PHILADELPHIA — Wilson A. Streeter, 
president of Bailey, Banks & Biddle Co., 
Inc., 1218 Chestnut St., has been appointed 
chairman of the jewelers’ committee for 
the United Campaign, the annual drive 
for funds for Philadelphia charitable and 
welfare organizations, which will be held 
April 6 to 30. Philip Kind, of S. Kind & 
Sons, Inc., 1110 Chestnut St., has been 
appointed co-chairman. 

Others assigned to cover various 
jewelry fields are: Retail—Herbert Wend- 
ler, of S. Kind & Sons, and C. I. Clegg, 
of Hoover & Smith Co., Inc., 726 Chest- 
nut St.; credit—M. Simon, of M. Simon & 
Co., 15 N. 13th St., and Henry Herbst, of 
Herbst & Klein, Inc., 28 S. 1ith St.; 
wholesale—David Gersh, of H. O. Hurl- 
burt & Sons, 117 S. 10th St., and A. Leon 
Sickles, of M. Sickles & Sons, Inc., 904 
Chestnut St., and manufacturers—Byard 
F. Brogan, of Byard F. Brogan, 805 San- 
som St., and Israel Lesse of S. Lesse & 
Sons, Inc., 732 Chestnut St. 


Philadelphia 


(From page 116) 


Switzerland and placed on the market it 
this country in May or June. 


Nathan Goldman, jewelry merchant of 
719 Sansom St., was married March 21 
to Miss Sophie Zaretsky of 228 Pine St., 
Philadelphia. The couple returned to 
make their home in this city after a 
wedding trip to New York. 

H. B. Gording, 716 Sansom St., manu- 
facturer and wholesaler of jewelrv and 
Precious and imitation stones, was ten- 
dered a testimonial dinner recently upon 
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his retirement as president of the Quarter 
of Eight Club, a philanthropic Masonic 
group, which he founded 10 years ago. 


Miss Lillian Gording, daughter of H. 
Benjamin Gording, of the H. B. Gording 
Co., 716 Sansom St., was married’ March 
21 to David Aronoff of this city. Follow- 
ing the ceremony the couple left for a 
wedding trip to New York. Mr. Aronoff 
is an employee of Lit Brothers, Philadel- 
phia department store. 


Philip Kind entertained about 50 of 
his friends in the jewelry business at 
dinner and an evening of good fellowship 
on March 18 at Rydal Course, Rydal, 
Pa. Guests included sales representa- 
tives and jewelers from Newark, N. J.; 
Washington, D. C.; Connecticut and other 
places. Music was provided during din- 
ner, after which there was a program of 
informal speeches and stories. 


PITTSBURGH 
Seeks Your Patronage 





JEWELRY 
REPAIRING 


DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 
405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 














SPECIAL ORDER WORK — REPAIRING 


DIAMOND SETTING 
MANUFACTURERS OF FINE MOUNTINGS 


KEYSTONE 
JEWELRY MFG. CO. 


412 Clark Bidg., Pittsburgh, Pa. ATlantic 5782 











No. 4 of a series of Advertisements showing recent Jewelry Store Moderni- 
zations in the Tri-State Area of Pennsylvania, Ohio and West Virginia by 
C. Proessler & Son Co. 





Interior View—Woolfson's Credit 


Jewelry Store, 


An Example of .. . 


Homestead, Pa. 


MODERN COMPACTNESS 


Modernization of a narrow store room is excellently portrayed in 
PROESSLER'S recent work for Woolfson's Credit Jewelry Store, 
Homestead, Pa. Note the impressive completeness of this store, 
all fixtures for which were supplied by C. Proessler & Son. Compact- 
ness, when it is Modern Compactness, is in itself a selling point. 


PREPARE NOW FOR JUNE SELLING! 


Our experiences, gained through a half century of service to the 
jewelry trade in the Tri-State District, are yours for the asking. We 
welcome the Opportunity to Serve You! 


Phone CEdar 1716 


C. PROESSLER & SON CO. 


1221-1227 PENNSYLVANIA AVE. 
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| 
i 
itt 
| 
| 


PITTSBURGH, PA. 
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WHERE TO BUY 
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Repaired - Replated 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, IM. 








SIMON BROS. 


Watch Repairers for the better 
trade since 1910. 

References from best concerns in 
the trade. 


5 S. WABASH AVE. CHICAGO 








WHEN You THINK OF 


FINDINGS 


THINK OF 


FULLER 


ORDER FROM YOUR JOBBER 








Now available to Jewelers 


The original art etch membership 
plaques etched in pure bronze— 
richly oxidized, artistically colored. 
A good seller at $1.50 each 
Wholesale, $10.80 per dozen 
Write for folder to Art Etch Dept., 
West Coast Engravers, 729 S.W.Oak St., Portland, Ore. 











SFucomparable 
tit Cac ig) 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 
29 E. Madison St. CHICAGO, ILL. 





USE btn 
NEWALL <> 
“Quality” Findings 


Your Wholesaler has them. 











CENTRAL WATCH CO. 


WATCH REPAIRING FOR THE TRADE 
Best Workmanship at Lowest Prices 


Prompt Service 
5 South Wabash Ave. CHICAGO, ILL. 








VALANCES 


An inexpensive 
way to improve 
DISPLAY 
WINDOWS 
Send Glass Sizes for 
Samples and Designs. 
Camden Artcraft Co. 


160 N. Wells St. 
CHICAGO 





CHICAGO: 


Emil Noel, wholesaler, who with 
Mrs. Noel, spent several weeks visiting 
in California and Mexico, returned to 
Chicago last month. 


Clarence Thompson, who has been as- 
sociated with the watch trade in Chicago 
for many years, now represents the Har- 
man Watch Co. of New York, in this 
territory. 


Wilder Harris, of the watch depart- 
ment and Edward Boes, of the jewelry 
department of The Ball Co., Inc., spent 
last month in Florida on a between-sea- 
son vacation. 


Maynard Levy, auctioneer, recently re- 
turned from York, Neb., where he con- 
ducted a closeout sale for F. A. Hannis, 
who has conducted a jewelry and optical 
business there for many years. Mr. Han- 
nis will now devote his entire time to 
the practice of optometry. 


Joseph M. Broucet, of C. T. Gustafson 
& Co., 31 N. State St., was robbed of all 
his samples early in March while on a 
business trip to Detroit. While his car 
was parked the door was broken open 
and all merchandise removed. No clues 
have been found. The loss was covered 
by insurance. 


Harold E. Maltz has announced the 
organization of M. Bennett & Co., 59 E. 
Madison St., to take over the wholesale 
business of Emanuel Maltz Co., Inc, 5 
S. Wabash Ave. They will cover the 
midwest and southern territory. The 
Maltz Company will confine its opera- 
tions to the mail-order and premium 
business exclusively. 


Ralph E. Bell, secretary of the Wol- 
verine Jewelers Travelers Club has an- 
nounced that their organization will be 
on hand at the Hotel Hayes in Jackson on 
May 9-10-11 to help the Michigan Re- 
tail Jewelers make their 1937 convention 
one of the best in its history. A large 
attendance of retailers is anticipated and 
a helpful and entertaining program has 
been arranged. 


Marks Bros. Jewelers, Inc., who oper- 
ate credit jewelry stores at Randolph and 
State Sts. and 218 S. State St., recently 
concluded a long lease on a two-story and 
basement building in the 63rd and 
Halsted Sts. business district. The build- 
ing will be entirely remodeled, including 
air-conditioning, and equipped with the 
latest modern fixtures. They expect to 
occupy the building about June 1. 


Maurice R. Lava, associated with the 
wholesale business in Chicago for several 
years as buyer, has organized the M. R. 
Lava & Co., wholesale jewelers, to oper- 
ate in the Northwest. The business will 
be located at 400 1st Ave., North, in 
Minneapolis and will confine its efforts 
for the present to N. and S. Dakota, 
Montana and Minnesota. Mr. Lava has 
adopted for their trade mark to use on all 
boxes and merchandise the word, “Mor- 
Lov.” 


William Lambrecht, of William Lam- 
brecht & Son, 1958 Milwaukee Ave., died 
March 20 after a very short illness of 
pneumonia. He was taken sick on the 
Monday previous and was taken to the 
hospital on Tuesday, his 71st birthday. 
Mr. Lambrecht has been identified with 
the retail jewelry business in Chicago 
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for many years and shortly after his son, 
William Lambrecht, Jr., became aggo. 
ciated with the business he devoted mogt 
of his time to the optical department, 
There will be no change in the manage. 
ment or conduct of the jewelry business, 


H. Seligmann of Seligmann Jewelry 
Co., Seattle, visited relatives and friends 
in Chicago recently on a business trip 
including New York and Providence, 


J. M. Shields, of F. H. Noble & Co, 
Inc., returned last month from an extep- 
sive vacation trip including New York 
and a South American cruise. 


Paul K. Bonebrake, jewelry buyer for 
Montgomery Ward & Co., returned from 
Europe last month where he spent sey- 
eral weeks on a business and pleasure 
trip, accompanied by Mrs. Bonebrake. 


John W. Griffith, president of Jobe- 
Rose Jewelry Co., Inc., Birmingham Ala, 
visited Chicago last month as a part of 
an extensive honeymoon trip which in- 
cluded also California, the West Coast 
and New York. 


The Acme Watch Co., Harry Weiz 
proprietor, located for several years in 
1103 Mallers Bldg., have moved to the 
12th floor where they have more than 
double amount of space, refitted and re- 
furnished throughout. 


The Bonafide Corp., successor to §, 
Kapper, jewelry manufacturers, have re- 
moved to suite 1217 of the Capitol build- 
ing, giving them much more space which 
has been fitted with new fixtures and 
additional machinery. 


Mrs. Laurence L. Doty, wife of L. L. 
Doty, chief inspector of the Ball Railroad 
Time Service, died March 14 after a 
long illness. Funeral services and inter- 
ment were in Janesville, Wis. Mrs. Doty 
was active for many years in musical 
circles of Chicago and Winnetka, being 
one of the leading pianists of that com- 
munity. 


Russell Freeman, age 59, proprietor of 
a retail jewelry store located on the 10th 
floor of the Pittsfield building, died on 
February 27 of heart trouble. Mr. Free- 
man never entirely recovered from an 
attack of flu during last autumn. He was 
born in Chicago and had been associated 
with the retail business of the city most 
of his life. For many years he was with 
the Charles Graves Co. and for the past 
several years in business for himself. His 
remains were placed in a vault to await 
the recovery of Mrs. Freeman who has 
been in a hospital for several weeks. 


In the absence of President E. E. 
Marshall, Vice-President John G. Leiner 
presided at the regular monthly luncheon 
of the Chicago Jewelers Association at 
the Palmer House, March 18. The Gruen 
Watch Co. was elected to membership. 
Fred Lund, chairman of the Chicago com- 
mittee for the convention of the United 
Horological Association of America which 
will be held in this city at the Congress 
Hotel, April 26 to 28 inclusive, explained 
the purposes of the organization which 
now has about 6,000 members, represent- 
ing the state and local guilds of the 
country, and asked the cooperation of 
the Chicago Jewelers Association in mak- 
ing the convention a success in an enter- 
taining way. 
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_ 
In the Field of Advertising 
and Trade Promotion 








————_ 

The spring advertising schedule for the 
Pierce chronograph four-in-one watch, 
made by Pierce Watch Co., 22 W. 48th 
St., New York, includes Esquire, Yacht- 
ing, Motorboating, Time, Scientific Amer- 
ican and other national publications. The 
advertisement in the April Esquire offers 
10 watches as prizes to readers sub- 
mitting the best list of new uses for the 
instrument before May 31, 1937. Counter 
cards presenting this new use contest 
have been prepared for the retail trade. 

*ee 


Reed & Barton Corp., Taunton, Mass., 
will announce a table trousseau contest, 
extending from April 15 to May 31, 1937, 
in a four-color page advertisement in 
Esquire for Mav, offering a Reed & Bar- 
ton sterling silver service for 12, match- 
ing service pieces, chinaware, glassware, 
lace table coverings, a mahogany table 
and a mahogany silver chest for the best 
50-word letter giving reasons for select- 
ing one of 10 Reed & Barton patterns. 
Sterling salad sets will be rewards for 
the 20 next best letters. The advertise- 





GOLD and SILVER 
PLATERS 


SILVERWARE — REPAIRING 


RELIABLE 
FOR—40—YEARS 


CISKE & DRESCH "7 ¥,,WABasu, ave. 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 
"THE OLD TATTLER" RADIO PROGRAM 
"EXCLUSIVELY FOR JEWELERS” 











“SUPER-SERVICE” 
ROLLING MILLS 


PT 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 


motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 
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ment urges contestants to inspect the pat- 
terns at their jeweler’s. Retailer tie-in 
material has been prepared. 

* * * 


Sales in Ohio and W. Va. for J. R. 
Wood & Sons, Inc., Brooklyn, manufac- 
turers of engagement and wedding rings, 
will be under the supervision of Jack 
Kohler, W. B. Morrison, sales manager, 
announced. The Wood firm sells exclu- 
sively to retail jewelers. 

* * * 


“Follow the Stars” is the theme of the 
Spring national advertising campaign for 
Gemex watch attachments, scheduled in 
such magazines as Saturday Evening Post, 
Esquire, American Magazine and Motion 
Picture Magazine. Copy will present 
movie stars wearing Gemex watch bands. 
In conjunction, Gemex Co., Inc., Newark, 
is introducing a new assortment of at- 
tachments known as the Hollywood series. 
Attractive displays and dealer helps will 
be available to jewelers participating in 
the merchandising plan. 

* * * 


Art Metal Works, Inc., Newark, an- 
nounces that its April advertising cam- 
paign, planned to synchronize consumer 
demand with the distribution of new 
Ronson stocks, will include such maga- 
zines as Saturday Evening Post, Collier’s, 
Time, Esquire, Vogue and New Yorker, 
reaching more than 7,000,000 families. In 
May, the Ronson campaign will be aimed 
directly at June gift-giving, covering 
graduations, weddings, Father’s Day, etc. 

* * * 


Elgin National Watch Co., Elgin, IIL, 
has released a special broadside answer- 
ing the question: “Which timepiece is 
the most popular with the fans who at- 
tended the country’s biggest football 
games?” The mailing piece should prove 
interesting to jewelers, with the gradua- 
tion selling season approaching, the broad- 
side states. It concludes with the an- 
nouncement that Elgin is making ready 
a graduation selling campaign second to 
none in its history. The company will 
send copies to interested jewelers. 

* ¢€ # 


Parker Pen Co., Janesville, Wis., has 
announced Parker case deal No. 323-90, 
consisting of a counter case made of 
light maple and walnut, with a glass front 
and two trays, which may be removed 
and also easily locked in place to prevent 
theft of the contents, and a special as- 
sortment of Parker pens and sets. The 
cost of the display case to the retailer 
is completely offset by a Parker vacu- 
matic pen and pencil set which is in- 
cluded in the deal free of charge. 

: * 


Many features of interest to jewelers 
are found in an unusual calendar re- 
cently issued by M. A. Mead & Co., 904 
Michigan Building, Detroit, Mich. Be- 
sides the usual holidays, the calendar 
lists several jewelers’ conventions and 
gift shows, occasions of special selling 
opportunities in Michigan, the natural 
and synthetic birthstones for each month, 
wedding anniversaries, and other valu- 


able information. 
* * * 


The Star of Artaban, 316-carat star 
sapphire, owned by William V. Schmidt 
Co., Inc., 22 W. 48th St., New York, 
which last year was seen by tens of 
thousands of persons and won much pub- 
licity while it was exhibited in jewelry 
stores, will again this year be sent on 
an exhibition tour, accompanied by a dis- 
play of star and other stones. 
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WHERE TO BUY 








WATCH DIALS 


— 









IN KEEPING 


* THE Wieden. MODE 
KIRK-RICH DIAL CORP. 


HEYWORTH BLDG. METROPOLITAN 
CHICAGO, ILL. LOS ANGELES, 
a CAL. 
SEABOARD BLDG. Mi ALLEN BLDG. 
SEATTLE, WASH. DALLAS, TEX. 





CLARK BLDG., PITTSBURGH, PA. 














BASE BALL SCHEDULES 


Concise, complete National and 
American League schedules, with 
results and vital statistics for 33 
years, sent FREE by request on 
your business stationery. 


Highest returns for old gold, plat- 
inum, silver, gold fill cases, 
scraps, and watch movements. 


A trial Shipment will convince. 


ROSE SMELT. & REF. CO. 
29 E. Madison St. CHICAGO 











pC 


FREE! 


Upon receipt of a request from 
you, we will send one of our 
Household Goods Inventory 
books—Every home should have 
an accurate inventory—Write 
today. 

NATIONAL JEWELERS MUTUAL 

FIRE INSURANCE COMPANY 


JEWELERS INSURANCE BLDG. 
NEENAH, WISCONSIN 


cme WATCH CO. 
USED WATCH 
MATERIALS 


USED MOVEMENTS 


Running Condition 
Good Dials 
O-size Elgin, Waltham 
73, $2.25—153, $3.25 


12 or 16 size Hunting 
7J, $1.50—15J, $2.50 














| 33s Ones pay THE PRICE OF 
16 size Open Face | NEW MATERIALS 


7J, $2.00 — 15J, $3.00 
18 size Htg. Elg., Wal. 
73, 75¢—153, $1.25 
18 size O.F. Elg., Wal 
TJ, $1.25—15J, $2.00 
6 size Elg., Wal., Htg. 
73, 153, $1.25 


SO01WLYD YOi GNIS 


Wheels, pinions, 
pallet forks, etc., 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 















































































Where to Buy 
IMPORTED 
China and Glass 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


Im stock for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers, 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 
EDWARD BOOTE 8:9 Wnty 


NEW YORK, WN. Y 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Ine. 
48 W. 23rd St. New York, N. Y. 








THEODORE HAVILAND 


FINE FRENCH CHINA 
BOOTHS, LTD. 
JOHN MADDOCK & SONS 
English Earthenware 

“GENUINE QUIMPERWARE” 

All itn New York Stock 
THEODORE HAVILAND & CO., Ine. 

26 W. 23rd St. New York 














JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 
S. PITCAIRN CORPORATION 
Ave. New York, N. Y. 


- Soode 
Famous the World Over 


Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


wm. 
104 Fifth 





CHINA 














New Products 











Safety Ratchet for Watch Band 


The new safety ratchet now available 
on watch bands made by Jacoby-Bender, 
Inc., 64 Wooster St., New York, opens 
with the press of the flat of the finger, 
is adjustable, and is described as almost 
break-proof. When the slide of the watch 
band is released to the end, the buckle 
automatically opens. To close, fold the 
buckle to its original position, pushing 
the slide toward you, when it is then 
locked and secure, and the ratchet be- 
comes adjustable. No fingernail prying 
is required in opening this attachment. 


Horoscope Birthstone Rings 


J. J. White Mfg. Co., Inc., Providence, 
R. I. reports enthusiastic acceptance for 
its new line of horoscope birthstone rings. 
Finding that young people especially take 
to the idea of the horoscope combined 
with their birthstone, the company plans 
advertising to high school students in a 
magazine widely circulated in the class- 
rooms. 


Coronation Jewelry by Hickok 


Among coronation-influenced jewelry 
introductions by the Hickok Mfg. Co., 
Rochester, are necktie-clasps that are 
miniature copies of the King’s royal 
sceptre, cufflinks and necktie clasps that 
reproduce the royal British lion rampant 
on an authentic heraldic shield, and 
braces featuring small crowns and royal 
devices in the pattern. The firm has 
had brought to this country exact repro- 
ductions of the principal jewels to be 
used in the coronation ceremonies on May 
12, and this collection is being shown 


in 20 cities. 


Colored Crystalware 


Pairpoint Corp. of New Bedford, Mass., 
has put on the market an attractive line 
of table glassware which employs a new 
decorative theme achieved by a new 
method of applying color to crystal. The 
color is fused in the glass and comes 
out in alternating strips through the cen- 
ter, in swirl or twist design. The twist 
pattern comes in both blue and ruby and 
is entirely handmade. It consists of sup- 
per plates, salad plates, center-pieces, 
fruit bowls, vases, stem glassware, etc. 


Freed-Eisemann Introduction 


Freed Mfg. Co., Inc., 44 W. 18th St., 
New York, has added model FE-2¢4 to its 
1937 line of Freed-Eisemann radios. This 
five tube AC/DC set tunes from 1820 
to 530 kilocycles, including state police 
calls and all standard type broadcasting. 
It has a dynamic speaker and an attrac- 
tive illuminated gold and blue scale cali- 
brated in kilocycles. 


Rosary Design Wedding Rings 


The Rosary, symbol of devotion, is 
artistically reproduced in a modern man- 
ner in-.a new wedding ring by Moore & 
Son, Inc., Court and Halsey Sts., New- 
ark, N. J. The ring comes in 14 karat 
or 18 karat yellow or white gold or in 
10 per cent iridium platinum, with or 
without diamonds. The manufacturer 
has produced attractive window cards as 
dealer helps in promoting the sale of 
Rosary design wedding rings. 
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“Flea” Husten Attempts to Evade 
U.S. Prosecution in Gem Theft 


MINNEAPOLIS, MINN. — Russel “The 
Flea” Husten, who gained national po. 
toriety last fall when he tossed a quantity 
of stolen jewelry from a hotel window 
before his capture, is attempting to evade 
Federal prosecution under the stolen 
goods act. 

His defense lost its first attempt to 
have the case thrown out of court on the 
grounds that the stolen merchandise had 
a wholesale value of less than $5,000 
which is the minimum figure on which 
a Federal stolen goods prosecution can 
be made. The court held that the loot 
must be considered at its retail price. On 
March 15 his defense then placed two 
jewelers on the stand, who testified the 
retail value of the jewelry was $3,500, 
The jewelry was stolen from the House 
of Krause, Pittsburgh manufacturing jew- 
elry firm. 


LEYDECKER JOINS AD STAFF 


OmaHa, NeB.—Ray C. Leydecker, who 
organized and was merchandising coun- 
selor and advertising director of the 
Omaha Jewelers Guild, has joined the 
advertising staff of The Omaha World- 
Herald. 

When the new state capitol was built, 
Mr. Leydecker suggested the “diamond 
tablet,’ a bronze plate containing 75 
matched diamonds, which was presented 
to the state by the Jewelers Guild during 
Nebraska’s diamond jubilee, and which 
is now in the capitol building. 





WILLIAM G. HARRINGTON 


Cotumsus, On10—William G. Harring- 
ton, president of Harrington Co., Inc., 84 
N. High St., died in St. Petersburg, Fla., 
where he and his wife had been winter- 
ing. Mr. Harrington, who was 82, had 
been in failing health for 18 months. 

Mr. Harrington in 1873 entered the 
jewelry business with his father, G. D. 
Harrington, who founded the jewelry 
firm. Besides his widow he is survived 
by two sons, G. Dana Harrington and 
Henry K. Harrington, both of this place. 





SALAMANCA, N. Y.—Charles Alonzo 
Swan, first mayor of this city, and for 
many years a jeweler, died recently at 
the age of 73 years. 








Where to Buy 
DOMESTIC 
China and Glass 
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LENOX, INC. 


HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 
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LENOX CHINA! 


SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 























Interesting News Photos of the Month 
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Left—6,000 entered the 

new store of Max 

Kohen, Inc., Minneapolis, 

Minn., on the opening 
day. 
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Below, Right—A. S. 
Rowe, Indianapolis, Ind., 
president of Indiana 
R. J. A., and assistant, 
Howard B. Isenthal, did 
not really use wrenches 
and hammer. “Watch” is 
photographic blow-up of 
6-size. 
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Above — The jeweler, Fred 
Apostoli, is just as industri- 
ous in the boxing ring, being 
contender to the middle- 
weight crown. He learned 
jewelry manufacturing with 
Niderost & Taber, Inc., San 
Francisco, Cal. 


oe * 

Right — Architect's drawing 
of the $100,000 modern ad- 
dition to be built by the 
International Silver Co., 


Meriden, Conn. The saw- 
tooth roof will utilize maxi- 














mum of daylight and natural heck. ec hwWihcs, LARGE ADDITION TO. FACTORY 4, INTEANATIONAL SUYER CO. MERIDEN COMR. 
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Increasing Watch Repairing Receipts 
and Sales of New Watches 


By CHARLES F. M. GIBBS 





— up on the watch repair prices in your city. 
Don’t overcharge, but do the finest work possible for 
the price. 

Would your clerks try to sell a new watch to a cus- 
tomer who brought in a watch to be repaired that was 
almost past repairing? Some would bluntly say, “It can- 
not be repaired,” and drop it at that. Even if the watch 
is worth little or nothing—an offer of trade-in may win 
a customer to a new sale of watch or wrist watch. 

If the watch can be repaired, often the watch-maker, 
knowing he will have trouble with it, makes the price 
steep thinking the customer will not have it repaired. 

Meet customers on an even footing. Tell them the 
watch is worn out—show them the worn parts using a 
strong magnifying glass. Adults are only grown up chil- 
dren, and still like to be shown the mechanical side of 
their watches on which they depended so much but that 
now may be past repairing. 

If the old watch has a solid gold case, allow its full 
value on a new one. Old gold watch cases make fine 
material for alloyed signet rings, etc., that can be created 
in your jewelry shop. 

Never try to sell a man a watch beyond his means. 
Use tact and try to judge his income and the amount 
he has in mind to expend. By selling only a few of the 
best made watches, that you can recommend, you have a 
selling point in your favor. Your watch salesman must 
know the salient weak points on all makes of watches. 
The buying public are kept informed by all the avenues 
of advertisements as to what is what in watches. 

If your customer is a man, try to sell him a chain 
that harmonizes in gold and design to the watch you 
sold him. Trade in his old worn thin chain. Endeavor 
to sell him a charm or knife for the new chain. Even 
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make a note of his needing any of these articles for later 
follow-up by personal letter. Please the customer by 
asking him to let you polish and clean up his old chain. 

When you do sell a watch don’t brag about the perfect 
time it will keep. That makes it tough for any watch- 
maker. Watches you sell will keep within the standard 
of what we call correct time as long as they are standard 
watches of reliable makers. 

When a watch is taken in for repairs, the best method 
of procedure is to have your watchmaker take down the 
watch (if possible at the front of the store where the 
customer can see him), and have him give the customer 
the exact cost of repairs and when they will be finished 
ready for delivery. 

Tell your customer you use only genuine material to 
replace broken parts and that you employ the finest 
watchmakers obtainable. While not guaranteeing your 
work, tell them that the watch your employees repair 
will give them the best of time and service. Advise them 
to have their watches thoroughly cleaned every 18 months. 
Lose no opportunity to show the watch repair customers 
new goods and their prices. This plants in their mind 
objects of your jewelry art and their prices. Above all, 
make them feel, by personal talk, that you want them to 
make your store their store. 

Encourage them to send their friends to buy from you. 
Even concessions, bonuses or discounts for new business 
through your intimate customers, enlarges your circle of 
selling possibilities. 

When customers show signs of deferring having neces- 
sary watch repairs due to what they think prices too high 
to pay just then conveniently, tell them they can pay 
half of the charges when they receive the repaired watch 
and the balance in 30 days. It pays! You may lose some, 
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but you gain by making a satisfied customer who will 
visit your store periodically, because of your extended 
credit to him. 

When they need some article of greater value they 
feel at ease to come into your homy store, pay something 
down and know by their past payments that you will 
carry them on a charge account. 

The lowly crystal comes in for a big share in drawing 
and making trade. A promptly fitted crystal done cor- 
rectly often creates a new prospect for future sales. 

Fitting crystals brings you into contact with men and 
women. While the customer is waiting for the crystal 
to be fitted, make either an inquiry as to the watch keep- 
ing time, and lead up to repairs, or show some new goods 
in your stock. If possible, get the name and address for 
your mailing list. It will require practice to do this 
without offense, and with a pleasing approach. 

Never knock a competitor. Americans love fair play. 
Let your repairing stand for itself on quality. See that 
your watch repair shop has the best of light and modern 
equipment as to material, machinery and accessories. 

Don’t neglect running weekly or monthly ads, and 
especially in dull times, about your watch repairing and 
watch-sales department. Have your head watchmaker go 
on the radio for a two minute watch-talk. It pays divi- 
dends if kept up. Advertising is a necessity. 

Carry the best of watches and bracelets. Feature once 
a week in your show window, some watch sale or watch 
club sales on deferred payments. 

Cater to Christmas Saving Fund customers, and espe- 
cially stress the February and June High School grad- 
uations. Birthday gifts of watches work out nicely. Boys 
and girls can be attracted by a prize essay contest at 
your store. Essays on local history and local industries. 
Even suggestions as to how to improve your business. 
Let them feel that, as a business man, you are interested 
in securing their good-will and trade. That you wish to 
help them. Feature only the best grade of watch bracelet 
attachments to be attached while customers wait. 

If at all possible, give to each watch repair customer 
and new sales customer, a booklet of some important 
facts on the mechanism of the watch. Educate them and 
they will patronize consistently. When feasible, have a 
High School boy or girl fill in the sales force after school 
as one of your leads. It is fatal to have too few clerks. 

Never tell the customer too much about the trouble 
in his watch, except that a mainspring, jewel or staff 
was broken. Tell him to put his watch in order would 
cost just so much. 

The average customer would not understand the tech- 
nical names of material supplied. It is only confusing. 
When watches do return within several weeks after given 
out repaired, learn the cause of the breakage—before 
shouldering the responsibility for further repairs or blam- 
ing your watch repairmen for doing poor wokmanship. 

Many customers, who return watches in a short time 
after repairing, when properly quizzed and drawn out, 
may admit some abuse to the watch, such as dropping it. 

Byt to talk to such a customer, the clerk and employer 
must be sure that the watch was properly repaired, timed 
out and adjusted over a period of a week. Then nothing 
should develop that would cause it to go bad unless 
abused. 
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Accurate records of names, addresses, the repairs made, 
prices and any reference as to new watches, or prospects 
should be kept if possible. The cost of repairs, overhead, 
wages, material and profits will be worth the effort. The 
head watchmaker should be well informed as to what 
advetising you are planning. Examine all new watches 
bought, for defects in movement or cases. At all times 
take your employees into your confidence with respect 
to prospective sales, that they might help to close sales 
by using their expert watch knowledge as to comparisons, 
quality and accuracy of time in your watches offered. 

Following diligently these suggestions you will grad- 
ually increase not only your watch repair department’s 
influx of work, but also add to your new sales customers. 
Satisfied customers will return; but the question is how 
to get new ones coming. 

A very small sign in your window beside a regulator 
clock, “If your watch is not on time with this time—let 
us estimate on repairing it,” will bring in business. 

Every jeweler should belong to some of his city’s best 
clubs and lodges and be associated with them. When 
there is a watch to be presented, you are thought of. If 
not, a letter to the committee in charge of the presenta- 
tion is not out of order. 

Far too many watches are repaired at “No Charge.” 
Why is this? Is the store owner afraid to charge for 
something he has an honorable right to charge for? Why 
does he do it? For fear that his customer may go to his 
competitor because he makes a minimum charge on all 
small repairs. This is all wrong. No one likes to be 
taken advantage of. Remember the point of view of the 
customer if you are constantly not making a charge for 
small repairs or changes. They think there is something 
wrong with the watch; or that in the first place the price 
was so high that you can afford to keep the watch in first- 
class condition without charge! Charge for everything. 

In addition to examining new watches, also examine 
new jewelry and stock in general. It should be examined 
for flaws, imperfections, and quality. It is very upsetting 
to have a customer return after a few days and point 
out a flaw in some piece of jewelry, watch-case or stone, 
a wrist watch with a baguette stone out of the case or 
its hands catching. 

For all the stress that is laid on perfect time these 
days, it would be foolish not to keep the standard of prices 
high on high-grade watch repairs. 

When a watch varies considerably by becoming mag- 
netized or through an accident for which your repair 
department is not responsible, why blame it on the repair 
department? Back up your mechanics and make the 
charges accordingly. 

To educate the public to your way of thinking takes 
time, but if persistently followed, you can make charges 
and help your repair department make a good showing 
instead of a constant loss. 





Lutto Jewelry & Optical Co., Inc., of Richmond, Va., 
with maximum capital of $25,000, has been chartered by 
the Virginia corporation commission to conduct a general 
jewelry business. Morris Lutto, of Richmond, is presi- 
dent, and S. Ashton Patterson, also of Richmond, Mutual 
building, is general counsel. 
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WHEN You SELL 


OLD GOLD 


the same rule applies— 


PRICE IS ALWAYS 
BASED ON QUALITY 
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Dee & Co., as manufacturers of 
precious metal alloys for jewelers, 
dentists, etc., 


ALWAYS NEED GOLD, 
SILVER and PLATINUM 


Smart jewelers know the impor- 
tance of dealing direct with Dee & 
Co. where a one price policy in- 
sures them of satisfactory returns. 


et oO M A s 
DEE<:CO. 
PRECIOUS METALS 


Se PIN FERS FS 6 6MANUFACTIURE FS 
SS —€ WASHINGTON ST. CHICAGO 









We do not employ 
traveling gold buyers. 
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“I Have Confidence in 


HAGSTOZ" 


"As far back as when my father founded 
our jewelry business in the 90's Hagstoz 
was paying us full value for our old 
precious metals. | continue to send all 
our scrap to Hagstoz because | know an 
honest return will be made as soon as 
an accurate determination can be made. 
Our confidence in Hagstoz has 
meant cash in our till.” 


Hagstoz BUYS 
GOLD—SILVER—PLATINUM 


or any material in which these metals 
are contained. 











T. B. 
HAGSTOZ 
(Arthur T. Hagstoz) & SON 


Refiners & Assayers 
709 SANSOM ST. 


PHILADELPHIA 
38 Years of Refining Service 








“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 

















AN INTRODUCTION TO 


APPLIED OPTICS 


Two volumes by L. C. Martin, Assistant Professor 
in Technical Optics, Imperial College of Science 
and Technology, London, Eng. 


PRICE $6.00 EACH VOLUME 


THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St. New York 
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NE hundred and fifty thousand electric clocks in 

Los Angeles suddenly begin gaining 12 minutes 
every hour; 60 minutes every five hours and overnight 
are as much as two hours fast—with the result that 
thousands, for the first time in their lives, get to work 
far ahead of time! 

This is the situation that would soon arise if an un- 
usually involved preparation was not now being made 
for the gigantic surge of electricity that will shortly come 
speeding over two great transmission lines from Boulder 
Dam to Los Angeles. 

These transmission lines, carrying the enormous load 
of 275,000 volts with six hollow copper conductor tubes, 
supported by 2695 transmission towers, extends over hills 
and valleys for 266 miles. The electric power will be 
generated at Boulder Dam by the biggest equipment of 
its kind ever made—so huge that in transporting it from 

















Above — Operators at work 
changing cycles on electric 
clocks. 


Right—A bird’s eye view of 
Boulder Dam which furnishes 
electric power for Los Angeles. 






Wide World Photo 
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ang ing LOS ANGELES’ 
150.000 ELECTRIC CLOCKS 


the factory the cars bearing it had to be shunted and 
zig-zagged from one railroad to another in order to find 
tunnels and bridges large enough to permit its passage. 

The advent of Boulder Dam power brings a three-fold 
benefit to Southern California: It attracts new industries 
because the cost of power is lower; it lowers electricity 
costs to the household consumer; and it provides current 
with a uniform cycle—the cycle that is universally stand- 
ard throughout the nation. 

That word cycle is the key to all those 150,000 clocks 
that would gain 60 minutes every five hours if something 
were not done about it. And something is being done. 
As explained by the experts of the Los Angeles City- 
owned Bureau of Power and Light, electricity flows over 
the wires in pulses. With the old power plant equipment 
of the Bureau, there are 50 of these cycles or pulses per 
minute, and the clocks now in use were designed to keep 
accurate time in response to these 50 impulses per minute. 
The new Boulder Dam power will be 60 cycles; hence, 
all electric clocks would be speeded up 20 per cent, and 
thousands of householders would find themselves with 
timepieces of ornamental value only. 

The Bureau of Power and Light decided that these 
clock owners should not be penalized because of the cycle 
change and offered to adapt the gear arrangement in all 
these electric clocks to 60 cycle operation without charge. 
But once that decision was made nearly three years ago, 
the problem of making these changes was found to be 
most complex. The Bureau serves 285,000 meters, but 
it was not known how many electric clocks were in use. 
A survey showed the number to be nearly 150,000. If 
(Please turn to page 131) 
















ESCAPEMENT 
TROUBLES 
CAN'T ESCAPE 


































This ° TICK-DETECTIVE” 


catches them quickly, surely! 









Periodic irregularities like 
this show that escape wheel 
is not locking properly with 
pallets. It may be bent, worn 
or otherwise defective. 


Chart No. 5C- 10S 
Western Electric Watch Rate Recorder 


The Western Electric Watch Rate Recorder quickly 
shows you what’s wrong with troublesome watches. 
For in addition to charting gain or loss with great 
accuracy, it points out escapement troubles, banking, 
low motion effect, loose pallet jewels and other hard- 
to-find faults. You will soon learn to recognize their 
distinctive records. 

When you’ve corrected the fault, the Watch Rate 
Recorder gives you an immediate check on your work 
—enables you to regulate the watch in a few minutes. 

This scientific tool is saving time and making money 
for many watch repairmen and jewelers. Put it to 
work for you! 


Western Elseciric 
WATCH RATE RECORDER 


Distributed by 


Electrical Research Products Ine. 


Electrical Research Products, Inc. JC-4-37 
250 West 57th Street, New York, N. Y. 


Gentlemen: Please send me full information on the Watch Rate Recorder 
and details of purchase plan. 


NAME 








ADDRESS. 
CITY. STATE 





Pe A he ce i ce 
eh ee | 
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Bradley on the Air 


The Bradley School of Horology will broadcast jt, 
annual program on the night of April 28, between the hours 
of 11 and 12 p. m., CST, from station WMBD, 144) 
kilocycles, Peoria, Ill. 

The thousands of Bradley students located throughoy, 
the United States look forward to this program ong 
each year. Due to the many requests received after the 
first broadcast in 1933, and each succeeding one sing 
that time, it was decided that Bradley would broadcast 
once each year to its alumni. 

Dr. Frederic R. Hamilton, president of the college, 
will deliver a short address, and Dean George J. Wild, 
and the head instructors of the different departments of 
the School of Horology will greet their former students, 

The musical program will consist of selections by the 
Bradley Band and instrumental and vocal selections by 
members of the student body. 


Georgia Legislators Approve Fair Trade Bill; “Loss 
Leaders” Are Hit 


ATLANTA, GA.—By a vote of 132 to 34 the Lindsey 
Fair Trade Bill has been passed by the Georgia House of 
Representatives. As the measure had previously been 
passed by the State Senate and was sponsored by the ad- 
ministration, it will shortly become law. 

‘The measure makes it possible for watch manufacturers 
and others selling trade-marked merchandise to enter into 
contracts with retailers to the effect that: that the buyer 
will not resell such commodity at less than the minimum 
price stipulated by the seller; that the buyer will require 
of any dealer to whom he may resell such commodity an 
agreement that he will not, in turn, resell at less than the 
minimum price stipulated by the seller, and that the seller 
will not sell such commodity to: any wholesaler, unless 
such wholesaler will agree not to resell the same to any 
retailer unless the retailer in turn will agree not to resell 
the same except to consumers for use at the stipulated mini- 
mum price or to any retailer unless the retailer will agree 
to the same stipulations. 

In order to prevent evasion of the resale price restric- 
tions imposed, the offering or giving of anything of value 
in connection with the same; the offering or making of 
any concession whatsoever in connection with such sale 
or the sale or offering of any such commodity in combina- 
tion with another commodity shall be deemed a violation 
of the act. 

No minimum resale price is established unless a con- 
tract is entered into between the manufacturer and the 
retailer, and the restrictions do not hold in closing out 
the owner’s stock for the bona fide purpose of discontinu- 
ing dealing in any such commodity and plain notice of that 
fact is given the public: when the trade-mark, brand or 
name is removed or wholly obliterated from the com- 
modity; when the goods are altered, second-hand, dam- 
aged, defaced or deteriorated and plain notice of the fact 
has been given the public and by any officer acting under 
an order of court. 

The Fair Trade Act is aimed at the prevention of 
“loss leaders” in business, and will be of material benefit 
to both manufacturers and retail jewelers seeking to main 
tain price levels. 
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Inspection and transportation of Los Angeles’ electric clocks 





CHANGING LOS ANGELES’ CLOCKS 


(From page 129) 


the clocks had been of uniform construction, the problem 
would not have been so complicated, but it was revealed 
that there were no fewer than 250 different makes of 
clocks in use in Los Angeles, involving a multiplicity 
of “works” and wheels and pinions and gears. 

If Mrs. Jones had an ABC clock, it became the job 
of the Bureau to locate the place where parts for that 
clock could be obtained and to find and train the men 
who knew how to make the changes. No organization 
existed which could do the work, so one had to be created. 
The task of doing it was entrusted to E. W. Reynolds 
Co., Los Angeles. 

To preserve and increase employment, E. W. Reynolds 
Co. at the outset laid down the policy that all repair 
work on electric clocks incident to the cycle change should 
be done by private jewelry retailers and clock repairers. 
Only the actual cycle change within the clock would be 
done by the Cycle Change. 

To make 150,000 electric clocks keep time after the 
delivery of the new Boulder Dam power, E. W. Rey- 
nolds Co. had to create a new organization, for which an 
entire three-story building was provided. It was necessary 
to train 75 men for the delicate task of re-gearing 250 
different makes of clocks and 60 other men to take care 
of all the stockroom detail. Planning and equipping the 
factory, and working out the procedure of collecting, 
changing and returning the clocks was a job that re- 
quired two and a half years. 

All of the Los Angeles territory served by the Bureau 
of Power and Light was divided into ten districts, each 
with 9 to 19 district depots. The electric clock owner 
brings his clock to his own neighborhood district depot, 
where the timepiece is carefully checked as to its condi- 
tion. Then it goes to the central depot where the cycle 
change is made, and the householder has his clock back 
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within five days. Before the timepiece is returned the 
movement is thoroughly cleansed with compressed air, 
it is oiled with the best clock oil obtainable and it is given 
a test run for 24 hours, after which a 60-day guarantee 
is given. The cases are cleaned and rubbed up. All 
these services are without charge to the clock owner. If 
parts are obsolete and cannot be obtained from any clock 
manufacturer, the city gives the consumer a new electric 
clock. 

The actual work of changing the cycles in all the 
clocks will have taken six months. 

The cycle change factory, provided by the Bureau of 
Power and Light for the use of E. W. Reynolds Co., 
has equipment so designed that practically all of it can 
be utilized by the city later for other purposes; thus 
affording savings to the taxpayers. 





Watchmakers Certified by H.I.A. 


WaAsHINGTON, D. C.—At a meeting of the examining 
board of the Horological Institute of America, held in 
Washington, D. C., March 9, certificates were granted 
to the following watchmakers: 


CERTIFIED WATCHMAKERS 


NAME ADDRESS EMPLOYED BY 
James A. Buchanan New York, N. Y. Joseph Herskovits 
Charles H. Vestal Dallas, Tex. Ben Morris Jewelry Co. 


Junior WATCHMAKERS 


Arthur L. Currie Port Angeles, Wash. Self 


Kenneth H. Ka’ Elgin, Il. Student at Elgin Watch- 
makers College 

Albert Meyer Peoria, Ill. Student at Bradley Insti- 
tute 

Marshall J. Schulte St. Louis, Mo. Waltman Jewelry Co. 


The annual meeting of the Institute will be held at the 
National Academy of Science Building, Washington, 
D. C., on Monday, May 24. me 








K&L 


GOLD STANDARD 


IS 999.75 PLUS 


and the same standard of fineness is maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM . IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 





Platinum in all degrees of hardness 
Platinum and Gold Solders 
Stamped with the K & L guarantee of Quality 


Kastenhuber & Lehrfeld 


24 JOHN ST. NEW YORK, N. Y. 


We solicit your Sweeps — Filings — Scrap Gold and Platinum — A reliable dealer is your only protection 











HERE’S A REAL PROFIT MAKER FOR YOUR WATCH REPAIR DEPARTMENT 


$79°° 


Complete with 4 
baskets and 3 quarts 
of EFCO Fluids. 








EFCO watcn cLeANiNG MACHINE 


The Efco takes no more than four extra DOLLARS in your cash reg- 
minutes to thoroughly clean, dry ister. The Superior quality of work 
and polish three watches at one will mean more satisfied customers. 
time. This is one of the many Be modern — progressive — clean 
exclusive features of the EFCO watches the EFCO way. Write 
WATCH CLEANING MACHINE. _ us for full particulars and detailed 


This saving of time will mean many descriptive circular. 


EFCO CLEANING and RINSING FLUIDS 


Efco cleaning and rinsing fluids are 
compounded according to an exact 
scientific formula in cooperation 
with highly skilled watchmakers. 
Efco fluids are doubly filtered, thus 
clean brighter, dry faster and last # 
longer. Contain no cyanide, carbon- ff) 
tetrachloride or alcohol. Non-in- § 
flammable. 





















85¢ $3.00 
qt. gallon 
. Get the best, by insisting on Efco fluids 


EFCO Mfg. Co. 


52 Columbia St. Newark, N. J. 
I a streci teTMR 
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XIDIZING SILVERWARE—Please inform me 
how to oxidize silverware; also, what can be done 
with silverware that has become scratched and dull from 
being a long time in stock? (Question No. 5049.) 
S. E.. N. 

Answer—The simplest and most-used solution for 
oxidizing silver is made by dissolving sulphide of potas- 
sium in water. This chemical is popularly known as 
“liver of sulphur’; it is inexpensive and convenient to 
use, although it does have a notoriously bad odor! It 
should be kept in a tightly corked bottle, and not bought 
in large quantity, because exposure to air deteriorates it. 
There is no exact proportion to be followed in mixing 
with water; the stronger the solution, the quicker will 
it oxidize; but a weaker solution which works more 
slowly, will produce a coating that adheres better to the 
silver. Whether to use strong or weak solution might 
be indicated by the nature of the work to be done. If 
the oxidizing is to be altogether in the cutting of an 
engraved piece, for instance, strong solution would be 
all right; but if the oxidized surface will be subject to 
handling and wear, then a very weak, slow-acting solu- 
tion is better, because it will produce a more durable 
coating. The solution may be applied by immersing the 
work in it, or with a brush in cases wherein only a por- 
tion of a surface is to be oxidized. If widespread deeper 
portions of ornamentation are to be colored, then time is 
saved by immersing the piece, and afterward polishing 
off the “high-lights” that are to appear in natural color 
of the silver. When only a small part of a large piece 
is to be oxidized, the surrounding surface may be left 
to color and then the color removed by polishing, or it 
may be painted over first with any kind of soluble var- 
nish or lacquer, which can be dissolved off afterwards, 
having performed its purpose of insulating the surface 
from the oxidizing solution. Silverware scratched by 
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WORKSHOP WOES € QUERIES. 


handling, while in stock should be repolished by buffing 
on a jeweler’s lathe. 


RAHAM DEAD-BEAT ESCAPEMENT—Two 

watchmakers I know are disputing a point in con- 
nection with the action of the Graham dead-beat escape- 
ment. One argues that the most important part of the 
impulse is when the tooth of the. escape wheel falls on 
the dead face of the pallet; and that this is when the 
impulse begins. The other says that the impulse does 
not commence until the escape wheel tooth begins to 
slide over the incline on the impulse face of the pallet. 
Which of these is correct? (Question No. 5050.) 

C. E. W. 


Answer—The latter of the two ideas stated in your 
question is correct. “Impulse” is nothing else than an 
application of power to the pendulum through the fork 
or “crotch” that is fastened to the pallet-arbor; the 
word impulse is derived from “impel,” which means to 
drive, or push. Impulse at the fork gives its name to 
the act in the escapement that is going on at the same 
time. This act, it will be seen easily by examining the 
escapement at work, is going on only when the escape 
wheel tooth is passing over the inclined plane on a 
pallet, pushing the latter out of the way of the moving 
tooth. After this pushing is completed, the wheel moves 
forward idly (doing no work) until another tooth falls 
against the opposite pallet. The idle motion of the wheel 
is called “drop.” At the end of drop, on either side of 
the escapement, a tooth falls on the curved portion of 
a pallet—on its locking-face. All the time a tooth is 
against a locking-face, there is no power—no impulse— 
being given the pendulum. And this is the reason for 
the correctness of the last-mentioned idea, that “impulse 
does not begin until an escape wheel tooth starts to slide 
over the impulse face of a pallet.” 
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STOP 
SILVER TARNISH 
* 


not a lacquer, not applied 
to silver. An odorless com- 
pound that absorbs tarn- 
ish-causing gases of the 





Keep your silver bright, 
shining, free of tarnish, 
for at least 3 months with- 
out repolishing, by using 


air. Stops labor and ex- 
pense of polishing silver. 
Keeps silver looking most 
) salable every minute. 50c. 


DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 


Price $1.50 Postage Paid 


This new book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 
stones. 


It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x51 inches. 
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Silver Sentry. Not a polish, |{} From jobbers or direct. 


Columbia 344, Refining Co. 
Leng Island py City, N. Y. 
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IMO MOVEMENT—I have a Mimo movement 
M in which the balance pivots are perfectly straight 
ad well-polished ; they fit the jewels properly, and the 
pivot-ends reach the cap jewels. But when the balance 
is spun, free of hairspring and escapement, it does not 
run freely; stops too soon. What might account for 
this? (Question No. 5051.) L. S. 
Answer—lf the pivots themselves are perfect, and 
fit the jewels correctly, the fault is evidently not in them. 
What we suggest that you look for is: (1) roughness 
in the holes of one or both of the jewels; (2) the jewel 
holes not being parallel with the pivots; (3) one or both 
of the cap-jewels “tilted”—their faces not perpendicular 
to the axis of the balance-staff; (4) the watch being 


magnetized. 


EDUCING GOLD CONTENT—I want to re- 
duce some 20 and 22-karat gold to 10-karat gold 
for use in my shop. Please give me a rule for doing this. 
‘For alloy metals, is it best to buy those sold for the 
purpose, or to use scrap metal from shop operations? 
How is color of the gold regulated? (Question No. 
5052.)  & &. 
Answer—Subtract from the karat figure of the gold 
you have, the karat figure of the gold required; the 
difference found should then be multiplied by the weight 
of the gold you wish to reduce, and the result divided by 
the karat figure desired. This will give you the weight 
of alloy to be added. For example, to reduce 100 penny- 
weights of 22-karat gold to 10-karat gold, 100 x 12 
divided by 10, would show that 120 pennyweights of 
alloy should be melted with the 22-karat gold to yield 
10-karat gold. As to metals for use in alloying, we ad- 
vise buying those prepared for the purpose; in scrap 
metal you run the risk of these containing unknown 
ingredients that would spoil the working qualities of 
the gold. Your material dealer can sell you alloy metals 
and furnish with them formulas for producing desired 
colors, in using these alloys. 


'ATCH BOOK—I would like to have your rec- 

ommendation of a book that would explain watches 
—their principles of construction and action, varieties, 
etc., etc., rather than a technical book on repairing and ad- 
justing timepieces. I know nothing about watches, and 
am interested just as a matter of general information. 


(Question No. 5053.) F. S., Inc. 


Answer—We believe a book that would exactly meet 
your desire is ““Time and Timekeepers,” by Willis I. 
Milham, Ph.D., published by The Macmillan Co., New 
York, in 1923. This book may be purchased of the 
Book Department, THE JEWELERS’ CircuLAR-KeEy- 
STONE, 239 West 39th St., New York City, for $6. 


RAVITY ESCAPEMENT—Please let me know 

how I can obtain information and drawings show- 
ing the working principles of the “gravity” type escape- 
ment used in some clocks? (Question No. 5054.) 


S. A. W. 


Answer—The most thorough treatise on the gravity 
escapement is in “Clocks and Watches and Bells,” by 
Edmund Beckett Denison, who was later Lord Grim- 
thorpe, and who designed the great clock on the Parlia- 
ment buildings in London, England, whose hour-bell 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1937 


135 


has become famed the world over as “Big Ben.” A 
gravity escapement was chosen for this clock. Denison’s 
book was written eighty years ago, and except the 
chapters on bells and the gravity escapement, the rest 
of its contents is not up-to-date; so you might find it 
better to buy one of the more recently written books 
that contain chapters on the gravity escapement, with 
this escapement quite well described and _ illustrated, 
though not as fully as in the first-mentioned book; but 
in these later works, there is a great deal of other mat- 
ter, fully up-to-date, that makes them generally more 
desirable. The titles of these books are: “Horology,” 
by J. Eric Haswell, $8.00; ‘“Clockmaking, Past & 
Present,” by G. F. C. Gordon, $5.00. 


LOCKS—We have two clocks in our window. We 
have noticed that they always stop with the minute 
hand on the side of the dial where the hands are going 
upward. Is it the weight of the hands that would ac- 
count for this? (Question No. 5055.) M. C. Co. 
Answer—We believe the positions of hands when 
these clocks have stopped is due to coincidence—it just 
happened that way. If you will examine a large num- 
ber of clocks stopped while waiting to be called for on 
shelves of repair shops, you will see that about as many 
stop with hands on the down-going side, as on the other 
side of the dials. The answer to this question could, of 
course, depend in some cases on the type of striking 
work, if any; and on the conditions in some clocks. For 
instance, if the lifting mechanism of the striking should 
be unusually stiff-working, the clock could stop nearly 
run down when this lifting is taking place, which would 
be shortly before 12 o'clock; but this would not be 
due to the weight of the hands. 


ATCH—We have a 16 size watch that we can- 
not make keep accurate time. It seems to be in 
good working order as to escapement action, truth and 
poise of balance, etc. The balance screws indicate that 
they have been changed from their original positions. 
Could the trouble be due to someone having altered 
the temperature adjustment? Where could we send 
the watch to have it testel for rates in different tem- 
peratures? (Question No. 5056.) BH. 3. 
Answer—It is quite possible that the shifting of 
screws on the balance might have caused the irregu- 
larity of rates in different temperatures. Especially is 
this possible in locations like yours, where the differ- 
ences of temperature are great in winter. You can have 
watches rated in heat and cold and obtain a certificate 
of results, by sending them to the National Bureau of 
Standards, Washington, D. C. An inquiry addressed 
to Mr. R. E. Gould, Chief, Time Section, National 
Bureau of Standards, Washington, D. C., will bring 
you information as to conditions and fees for doing this 
work at the Bureau. Or you may prefer to study meth- 
ods for making these tests yourself, and for adjusting 
watches to temperature when the rates indicate that 
this should be done. An excellent book on this subject 
is “Rules and Practice for Adjusting Watches,” by 
W. J. Kleinlein. This book may be obtained from the 
Book Department, THE JEWELERS’ CIRCULAR-KEYSTONE, 
239 West 39th Street, New York, postpaid to your 
address for $3.50. 













Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not he de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








STENOGRAPHERS, BOOKKEEPERS, 

ists, clerks furnished, no charge. 

ulton Agency, 93 Nassau St., Cort. 
7392, New York. 





YOUNG MAN 25, wholesale and credit 
jeweler, eight years’ experience; refer- 
ence A-1. Address “D., 6040,” care 
Jewelers’ Circular-Keystone. 





JEWELER, 32, 12 years’ bench experi- 
ence, retail salesman; references; pre- 
fer New York or vicinity. Address “‘A., 
6034,” care Jewelers’ Circular-Keystone. 





STENOGRAPHER, BOOKKEEPER, thor- 
oughly experienced, capable assuming 
responsible secretarial position. Ad- 
dress “S., 6063,”’ care Jewelers’ Circular- 
Keystone. 





YOUNG LADY desires position in order 
and repair department; many years’ ex- 
perience with jobbing jewelry line. Ad- 


dress ‘‘B., 6177,” care Jewelers’ Circular-" 


Keystone. 





SALESMAN, age 23, several years’ experi- 
ence, cash and credit retail jewelry store; 
estimate watch and jewelry repairs; New 
York or vicinity. Address “C., 6178,” 
care Jewelers’ Circular-Keystone., 





WATCHMAKER-SALESMAN, 15 years’ 
experience, 10 years as first watchmaker, 
desires to make change; Middle or South 
West preferred; age 34. Address “‘A., 
6176,” care Jewelers’ Circular-Keystone. 





COMPETENT WATCHMAKER with 
horological school, factory and store 
experience, desires position in a first 
class store; New England preferred. Ad- 
dress Box 183, Hanover, N. H 





YOUNG MAN with Bradley certificate, 
two years’ experience, wishes position 
under good mechanic; go anywhere. Ad- 
dress ‘‘A., 6072,’’ care Jewelers’ Circular- 
Keystone. 





A CREDIT MANAGER of unequalled abil- 
ity is now equipped to assume a re- 
sponsible job in any of your stores. 
Address ‘“‘T., 6097,’’ care Jewelers’ Cir- 
cular-Keystone. 


ABLE STORE MANAGER, man of pro- 
ductive and executive ability, seeks 
connection with growing instalment 
chain. Address “‘R., 6095,’’ care Jewelers’ 
Circular-Keystone. 


WATCHMAKER, YOUNG MAN, single, 
school trained, experienced, desires 
position; prefer Eastern States; refer- 
ences. Address ‘‘C., 6104,’’ care Jewelers’ 
Circular-Keystone. 











YOUNG LADY, 35, desires position as 
saleslady; 15 years’ buying and selling 
experience in silverware and jewelry. 
Address ‘‘H., 6083,’’ care Jewelers’ Cir- 
cular-Keystone. 


CREDIT MAN AVAILABLE; capable 
salesman and window trimmer; versed 
on credits and collections; a man who 
knows his business. Address ‘‘P., 6094,’’ 
care Jewelers’ Circular-Keystone. 








CLOTHING AND JEWELRY. If you can 
use a productive inside man possessing 
natural selling ability along these lines, 
communicate with ‘“S., 6096,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, 35, desires position with a 
first class establishment; capable tak- 
ing full charge of sales, repairs and 
orders. Address ‘‘T., 6093,” care Jewel- 
ers’ Circular-Keystone. 


BOOKKEEPER AND TYPIST, many 
years’ experience, New York manufac- 
turer of diamond platinum jewelry; con- 
scientious; full charge. Address “G., 
6081,’ care Jewelers’ Circular-Keystone. 


WATCHMAKER, 10 YEARS’ experience, 
good mechanic, steady, references, wants 
steady job by April 15; reasonable salary 
or commission. Address ‘“D., 6106,’’ care 
Jewelers’ Circular-Keystone. 











WATCHMAKER, can do general jewelry 
repairing, engraving, etc.; salary $40 per 
week; 25 years at the bench; best of 
habits and reference. Address “N., 
6088,’ care Jewelers’ Circular-Keystone. 





FIRST CLASS jewelry jobber, stone setter 
and engraver, 25 years’ experience; best 
of references; North or East preferred. 
Address ‘‘M., 6115,’’ care Jewelers’ Cir- 
cular-Keystone. 


JEWELER, ENGRAVER, and setter, 15 
years’ experience; good habits; 35 
years old; excellent reference. Address 
-—- 635 Ross St., Steubenville, 

hio. 


BOOKKEEPER, STENOGRAPHER, 
young lady, ten years’ experience whole- 
sale diamonds and jewelry; excellent 
references. Address “S., 5122,” care 
Jewelers’ Circular-Keystone. 


WHITESTONE MAN AVAILABLE; top 
notch salesman, window man and sign 
writer; a valuable man for a wide- 
awake jeweler. Address “T., 6124,” 
care Jewelers’ Circular-Keystone. 


YOUNG MAN with thorough knowledge of 
selling and window trimming; conscien- 
tious worker, not high pressure ; present 
location Denver, Colorado. Address “V., 
6153,” care Jewelers’ Circular-Keystone. 


YOUNG MAN, thorough knowledge of 
selling and window trimming, credit 
store experience; conscientious worker, 
excellent references. R. Finkelstein, 
1572 Washington Ave., Bronx, N. Y. 


WATCHMAKER, first class on bracelet 
and railroad watches; age 31, married; 
10 years at bench; front bench preferred; 
salary $45; Indiana or vicinity. Ad- 
dress “V., 6188,’ care Jewelers’ Circular- 
Keystone. 


WATCHMAKER, clock, light jewelry. re- 
pair man, good salesman, 20 years’ ex- 
perience, married, wants permanent 
position; best references. Address “B., 
nena care Jewelers’ Circular-Key- 
stone. 


EXPERIENCED traveling Southwest and 
Pacic Coast with many close personal 
contacts; age 30; now selling watch 
line, desires change for the better. Ad- 
dress “F., 6042,” care Jewelers’ Circu- 
lar-Keystone. 





























A-1 WATCHMAKER, 20 years’ exp. 
ence, desires permanent position = ‘| 
pert on all kinds of watches’ & 
baguettes ; best of references; 40 
old, married. Address F. 4. Wilk 7 
son, R.F.D. 4, Bridgeport, Conn, tn 





WATCHMAKER, long experience on 
way grades and bracelet watches: 
objection to clock work ; good salegm 
small —, Lg eee ning if Dositing ;. 
permanent. . E. Sayler, 93 
son, Dallas, Texas. : Jeffer. | 





$3 
FIRST CLASS watchmaker, jeweler 
plain engraver; 10 years’ experienas 
age 29, married ; Elgin College traineg! 
permanent position only considered: ey 
cellent references. Address “V, 6065" 
care Jewelers’ Circular-Keystone ; 





MANAGER OR SALESMAN for 
jewelry store, capable of managing g 
departments, in both cash and ered 
stores; now employed; married a; 
Gentile. Address “P., 6091,” care Je 
ers’ Circular-Keystone. 4 





QUALIFIED SALESMAN of proven 
ity and excellent background, seeks » 
tion in recognized store handling 
chandise of the finer class. Addn 
“*W., 6099,” care Jewelers’ Ci 
Keystone. 





ADVERTISING MAN fully capable 
chandising and window dressing, 
position in prominent store doing a hi 
class credit business. Address 
6100,’’ care Jewelers’ Circular-Keys 





COMPETENT watchmaker, engrave 
Bowman Technical graduate, ten yearg 
experience, desires position with fi 
class retail store, preferably in the B 
Address ‘“‘F., 6109,’’ care Jewelers’ Cire 
cular-Keystone. ‘q 





WATCHMAKER AND SALESMAN, can 
repair all size watches, have complete. 
knowledge of both cash and credit sto ; 
in all branches; now employed; mz : 
and Gentile. Address “R., 6092,” care 
Jewelers’ Circular-Keystone. 3 





WASHINGTON OR BALTIMORE; capable” 
man of genuine selling ability desires 
association with reputable retail o <9 
ization located in either city. Ad 
“*Z., 6101,’"’ care Jewelers’ Circular-~ 
Keystone. 





INSIDE MAN AVAILABLE to reputable 
watch importers or distributors; quali-— 
fied keeping stock, filling orders, etc.; 
experienced handling highest grade 
merchandise. Address ‘‘A., 6102,” care | 
Jewelers’ Circular-Keystone. 





YOUNG WOMAN, competent bookkeeper, 
notes, collections, efficient correspondent, 
stenographer; full charge, capable, de 
pendable, experience jewelry, diamoné 
stone lines, imports. Address “‘A., 6171) 
care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN with unusual ex 
perience in diamonds, watches, jewel 
and silverware, 10 years on Fifth A 
nue, N. Y.; 15 years in trade; Al 
erences; 33 years of age. Address “ 
6170,” care Jewelers’ Circular-Keysto 





FIRST CLASS JEWELER, diamond sett 
and ornamenter, can do plating a 
polishing, capable of taking charge 
special order shop; 21 years’ experien 
age 35; best references. Address * 
6108,” care Jewelers’ Circular-Keysto 





DIAMOND SETTER wants permani 
position in Los Angeles; all around Bt 
on white gold and platinum; does 
types of work; 30 years old, ma 
best references. Address “J., 6112,” care 
Jewelers’ Circular-Keystone. 3 





AN ACTIVE MAN possessing a wid 
diversified knowledge of ‘“successt 
credit store operation,” seeks affiliatio 
with a reputable enterprise. Addres 
“R., 6121,” care Jewelers’ Circular-Key 
stone. ‘ 





BOOKKEEPER-TYPIST, young 1a@ 
thoroughly experienced in whole 
diamond and jewelry business, eg 
years with one concern; excellent ref 
ences. Address “V., 6125,” care Je 
ers’ Circular-Keystone. 
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